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BRODIE BiRotor METERS 


provide accurate printed delivery records 


Designed to transport products from four refineries 
and other shippers at) Richmond and 
California, a new Southern Pacific Pipe Lines, Inc 
310-mile line climbs through Sierra passes to Reno’s 
4400 foot elevation, and on to Fallon, Nevada. At 
the Reno ‘Terminal, modern loading racks use 16 
BiRotor Meters with Brodimati 
to keep accurate 


Concord, 


Printing Counters 
printed records of each delivery 


Double case construction, which isolates measur 


ing elements from piping strain, permits mete 


mounting in the loading arm. This combines econ 
omy of installation, simplified piping, automaticall 
faces the counters toward point of delivery for eas 
reading, and keeps working areas clear both on th: 
loading deck and under the rack 

Whatever 
BiRotor 


metering requirements, 
Meters for sustained accuracy, low mah 

tenance, and ease of installation. There's a quali 
fied Brodie Metering Specialist who'll be happy to 
work with vou. He’s as near as your 


your specits 


phone 


TRUE-ROTARY 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


MT. VERNON, N. Y. 
550 So. Columbus Ave. 


REPRESENTATIVES 


DALLAS 7, TEXAS 
167 Parkhouse St. 


With StS €eKks AND 


CHICAGO OFFICE: 
1227 Circle Ave., Forest Park, Ill. 
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SEATTLE 9, WASH. 
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LOS ANGELES 22, CALIF. 
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MEANS BUSINESS FOR OIL INDUSTRY: 
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THE COMPANY WILL APPRECIATE SUU 


RNING 
GGESTIONS FROM ITS PATRONS CONCE 


Oil Companies endorse Ethyl’s Magic Circle Campaign 


Oil company executives in all parts of the coun- 
try are enthusiastic about Ethyl’s Magic Circle 
advertising campaign. Here are a few of the com- 
ments they have made to us about it. 


“Programs like the Magic Circle are necessary.”’ 
‘““A much needed market-expansion service.” 
‘‘A nice job. Should help get people to drive more.” 
“T couldn’t be more enthusiastic.” 


‘This means business for the oil industry.” 


ETHYL CORPORATION 
New York, 17, N. Y. 
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‘“‘A splendid service to the industry.” 
“Ethyl consistently does the most effective job 
of industry advertising.”’ 

Each month Magic Circle messages work to pro 
mote extra pleasure driving to car owners through 
out the country. Look for the full-color ads in 
LIFE, LOOK, SATURDAY EVENING POST. 
and SUNSET. 

[t’s all part of Ethyl Corporation’s continuing 
market-expansion program. 


ETHYL 





Prevent costly vapor Qoss with presswriged 


There’s a vapor saving OPW Tank = 
Vent for every purpose. Precision 
machined, product engineered for 
lifetime use, they are your IN- 
VESTMENT against vapor loss 
due to product expansion and tem- 
perature variation. Weighted to 
specifications, OPW Tank Vents 
trap and hold vapors and release 
only at set pressures, insuring max- 
imum protection and dollar divi- 
dends. Double mesh screen readily 
accessible for inspection maintains 
bulk storage safety. 


OPW MANUFACTURES VENTS FOR MOST SIZES AND TYPES OF TANKS 
No. 209 











SMALL HOME STORAGE TANKS 
FARM SKID TANKS 
UNDERGROUND STORAGE TANKS 
ABOVE GROUND STORAGE TANKS 


WN 


J Send for the OPW Tank Venting and 
Emergency Relief Recommendation Chart! 


opw CORPORATION (7% 2735 Colerain Ave., Cincinnati 25, Ohio 
SPECIALTY VALVES & FITTINGS FOR LIQUIDS HANDLING | Kirby 1-5400 
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Here’s a special report designed to help stamp lovers and stamp haters. If you’re not sure, 
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Why Tidewater kicked off a new octane race 


In the East, some competitors are burning over Tidewater’s new octane claims. Here’s the 
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page 141 
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Mobil 
FREEZONE 


TAKE YOUR 
PROBLEMS TO THE EXPERTS’... 


Your 
Mobil Specialists! 


YOU'RE MILES AHEAD WITH MOBIL! 


SOCONY MOBIL OIL COMPANY, INC., and Afhliate 

NEW YORK 17, N. Y.—150 } 

WISCONSIN South First St 

1140 Lindell Blvd. «© DALLAS 1 
s 


znd St. « CHICAGO 
¢ KANSAS CITY 1 

Magnolia 
1 maintalr 


ILLINOIS--59 EB. Van 

MISSOURI 925 Grand 
Petroleum Co Magnolia 
other conveniently 


Burer 
Ave 
Building e 


71) 


many 


¢ DETROIT 


located ervice 

















It’s good business to stock famous Mobil products. 
Your customers are pre-sold on them because they are 
backed by a great name in petroleum products . . . and 
an unequaled record of top-quality performance. At 
your request, a trained specialist will be glad to help 
you analyze your product line and make definite rec- 
ommendations. Additional experts are available to 
assist you with other tough problems too. For in- 
stance, help you reduce loading time . . . help select 
the best manpower available . . . help institute man- 
agement procedures that make running a business 
easier—and more profitable. 

That's why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists . . . plus top-quality branded products add 
up to a real competitive advantage for you. 

Talk to your Mobil salesman today. He's your 
direct line to the specialists. 

Tune in “TRACKDOWN” every week, CBS-TV. 


See your local paper for time and station. 


MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 


BALTIMORE 18, MARYLAND —-1914 North Charles St. ¢ MILWAUKREE 1, 
MICHIGAN—-903 West Grand Blvd. « ST. LOUIS &, MISSOURI 
ANGELES 54, CAL.—General Petroleum Corp 612 8S. Flower St., 
to you close and fast cooperatior 
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give 


NATIONAL PETROLEUM NEWS °* June, 1958 





NPN Staff - 


HARRY WADDELL 
FRANK BREESE Editor 
Epwarp H. DeHart .....Managing Editor 
F. C. SturTevant ..TBA/Equipment Editor 
Joun T. BeTHELL News Editor 
CORNELIUs BRopERSEN . .East Coast Editor 
Ricuarp C. SCHROEDER , Staff Writer 
Dorts E. WELLS Staff Writer 
HaLsey PeckworTH Market Editor 
Vira. B. Gutuere .... Supply and Demand 
Writtam A. Caperecr, Jr. ...Art Director 
Anira M. WALTER Editorial Asst. 
W. F. BLanp .. _. Asst. to Publisher 


NPN Editorial Office 
330 W. 42 St., New York 36, N. Y. 
Phone: LOngacre 4-3000 


NEWS BUREAUS 


Washington— Nat'l Press Bldg. Republic 7-6630 
Georce B. Bryant, Jr., Chief; GLEN Bay- 
LESS, Donato O. Loomis 


Houston—— 724 Prudential Bldg. Jackson 6-128! 
MarkvIN REID Southwest Editor 


Detroit— 856 Penobscot Bldg. Woodward 2-1793 
Hoicer RIppeR ..... Automotive Editor 


Chicago— 520 N. Michigan Ave. Mohawk 4-5800 
Stewart W. RAMSEY 


Publisher 


San Francisco— 4s Post St. Douglas 2-4600 
MARGARET RALSTON, Chief; JENNESS KEENE, 
Sue JOHNSON 


Los Angeles— | 25 West 6th Ave. Madison 6-935! 
JoHN Kearney, Chief; MARVIN PETAL 


Seattle—s040 Fifth Ave. N.E. Kenwood 4780 
Ray BLOOMBERG 


Atlanta— (30! Rhodes-Haverty Bidg. 
Jackson 3-695! 


Cleveland— ji 64 |iluminating Bidg. 
uperior |-7000 


Cuarites T. Dixon, Jr. 


WILLIAM G. MELDRUM, MICHELLE M. PERRY 


Dallas——90! Vaughn Bidg. Riverside 7-5117 
Kemp ANDERSON, Jr., Chief; Lorraine 
SMITH 


Correspondents—FRANK PirmMaNn, Denver; 
C. E. Wricut, Jacksonville 

BUSINESS STAFF 
New York 
Wo. J. PARKIN 
N. F. CuLtmnan 


Advertising Sales Manager 

Promotion Manager 
LEO Murray Research Manager 
GeorGce Reip Southwest Research Manager 
J. E. THOMPSON Adv. Service Manager 
H. H. Costixyan ..Act’g Circulation Mer. 
HELEN L. KELLER Advertising Makeup 


District Managers 
M. H. Miller 


PITTSBURGH 
Walter G. Berger 


George C. Hodgson 
E. E. Schirmer 

J. W. Patten 

Peter S. Carberry 
Charles W. Haines 


ATLANTA 


CLEVELAND, DETROIT, 


CHICAGO 

DALLAS & HOUSTON 
DENVER 

Los ANGELES 

New York & Boston 
PHILADELPHIA Charles J. Jefferis 
SAN FRANCISCO W. C. Woolston 


JUNE 1958 
Volume 50, No. 6 
Established in 1909 


Other McGraw-Hill Petroleum Publications 
PETROLEUM WEEK 
Piatt’s O1rtGrRaM News SERVICE 
Piatr’s OmGRaAM Price SERVICE 


June, 1958 + NATIONAL PETROLEUM NEWS 





Behind Our Headlines 


| igo JOHN BETHELL in his new job as managing 
editor of NATIONAL PETROLEUM News. 

Let me tell you a little about John, whom many of you 
probably have met at various marketing meetings. In the 
trade he is known as a thorough- 
going newsman. He’s a combina- 
tion oilman-journalist—a_profes- 
sional magazine man who has 
acquired a comprehensive knowl- 
edge of oil-marketing. 

John came to NPN a little over 
three years ago, after doing a 
stint on some Gloucester, Mass., 
newspapers. Later in 1955 he 
was named news editor, a posi- 
tion he held until his recent pro- 
motion. A graduate of Harvard (°54), John was an out- 
standing student, earning a magna cum laude citation with 
highest honors in English and being elected to Phi Beta 
Kappa, national scholastic fraternity. 

What does a managing editor do? After editorial policy 
has been set, the managing editor’s function is to carry out 
editorial objectives. He sees to it that material is obtained 
processed and prepared for publication every month. To 
be effective, a managing editor has to be a “take-charge 
guy,” running the day-to-day editorial operation 

John replaces Ed DeHart, who leaves this month to 
become managing editor of Engineering News-Record, 
another Mc-Graw-Hill magazine. Both DeHart and Bethell 
take on jobs with rewarding potentials. Good luck, Ed 

. Good luck, John! 


A NOTHER EDITORIAL PRIZE is 
this month: a certificate of merit for last 
jobber series. NPN won it in an editorial competition 
sponsored by /ndustrial Marketing, a 
publication 

Chis makes the third award of the season for NPN, out 
best year in editorial competitions. The othe 
were highly prized Jesse Neal awards given by 
Business Publications 
(May ’58, pS). 


Bethell 


NPN 


year’s 


being awarded 


national business 


two honors 
Associated 
business 


“Oscars” of journalism 


Canwe Reeece 


E-ditor 
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Now 
third year of 
excellent service... 


MEETING CAPITAL'S VISCOUNTS 


with Red Seal jet fuel meters 





In flying more than 1,377,299,000 passenger miles since 1955, Capital’s 
turboprop Viscounts have burned up a lot of Aeroshell 640 Kerosene 
... nearly every gallon accurately recorded by Neptune Meters. Almost 
everywhere they land, the planes are greeted by Neptune-metered 
equipment. Many of these are 4,000-gal. dual refuelers, equipped with 
one meter (3” Red Seal) for the kerosene fuel, and another meter (1” 
Neptune) for the methanol-water mix that is injected during take-off. 

Backed by the widest available experience in metering chemicals, 
as well as petroleum fuels from 80 standard to 115/145 avgas or JP-5 
... Neptune is ready now to discuss any problems you may anticipate 


in handling the liquid fuels of the future. 


4 


fy 
NEPTUNE METER COMPANY - 19 West 50th St., New York 20, N.Y. } 
nepune 


Branch Offices in Principal Cities RED SEAL METERS... for a better 





measure of profit 





How Neptune 


Halstead Oil Company trucks have interesting dual meter 
rig. In right side of compartment is 2’ Auto-Stop fuel-oil 
meter, pump and reel combination. In left rear compart 
ment is 3’ Red Seal compact with 3” piping for fast gravity 
delivery of gasoline. Halstead bought first Red Seal in 1945. 


Red Seal meter users are backed by a complete local-level 
parts, service and testing program. Meter testing equipment 
like this is strategically located near you. Or you can handle 
your own field repairs simply by exchanging worn or 
damaged units for guaranteed factory-reconditioned units 


n8-29 


Meters make money and save for others: 





London Oil Company delivers as much as 7,000 gallons per day through 
this 1500-gallon truck equipped with 2’ Red Seal Auto-Stop Print-O-Meter. 
Mr. George E. London, president, says good local service through 


Neptune’s Raleigh jobber . . . is important factor in his choice of meter. 


Working at temperatures from 12 below to 109 above, seven Red Seal 
meters at Sinclair's Ft. Madison, lowa, terminal have put through a yearly 
average of 6 million gallons each since Jan. 9, 1950. The meters were 
recently up-dated by adding Print-O-Meter registers, a move made eco- 
nomical by Neptune’s Unit Replacement Plan. 


Shell Oil Company’s terminal at Baltimore, Md., relies on Red Seal bulk 
plant meters for sustained accuracy with low maintenance costs. Note 
simplicity of piping hook-up. Red Seal’s double-case design eliminates 
inaccuracies caused by piping stresses 


& i 





Letters 


ls the Major-Independent Brand 


In last month's issue, Sun Oil V.P. Willard Wright said it was. 
Here are some of the letters his statement brought in 


To THE Epitor: 

It seems rather odd to me that Mr. 
Wright would take exception to the 
universally accepted 2¢ per gal. dif- 
ferential between major companies 
and independents (May, p98) ... for 
a great many years his company’s 
marketing policy was “Premium Qual- 
ity for the Price of Regular.” The 
policy was in effect until they intro- 
duced the multi-grade pump and ac- 
counts largely for their substantial 
growth. 

Mr. Wright states it is high time we 
find a better reason than custom and 
tradition when we come to evaluating 
competitive conditions in local mar- 
kets. Surely he must be aware of some 
very sound economic reasons that 
justify independents selling at 2¢ less 
than majors. Just to list a few: 

Credit cards, which practically all 
major companies have and which are 
practically impossible for most inde- 
pendent operators to handle because 
the cost is too great. 

It is economically impossible for 
independents to compete in advertis- 
ing. The independents must rely solely 
on profits from marketing to finance 
their operations. It is interesting to 
note that most independents are strict- 
ly marketing companies and pay 52% 
tax on their earnings. The major in- 
tegrated company with production 
pays substantially less tax than 52%. 

It is not possible for independents 
to serve national accounts that are 
sold by the major oil companies on 
a “home office” basis. 

The major company has the advan- 
tage of reciprocal deals whereby they 
use the pressure of their purchasing 
power to force sales through their 
stations and to gasoline consuming 
accounts 

The most successful independent 
might be termed “gasoline and oil 
service stations” rather than “auto- 
mobile service stations” . . . In the 
majority of instances no washing, 
greasing or tire changing facilities are 
available—resulting in less cost per 
gallon of operation. 

It can safely be said that the aver- 
age independent’s cost per gallon is 
less than the large company whose 
marketing department encompasses 


8 


vice presidents, regional and division 
managers, marketing assistants, safety 
personnel, station supervisors, sales- 
men, etc. 

The reduction of the 2¢ per gal. 
differential to 1¢ or to ‘‘on the nose” 
will be most difficult and expensive 
to accomplish. I would admire the 
courage but question the wisdom of a 
company that attempted it... 

Take Hudson Oil Co., for example. 
Their operations extend literally from 
coast to coast, and they are spread so 
thin in metropolitan areas it would 
be economic suicide for majors on a 
coast to coast basis to try and force 
them to a lesser differential. Spotty 
economic pressure would hardly phase 
them . 

Should the profits from refining, 
production or transportation be called 
upon to finance the battle, it would 
undoubtedly result in divorcement.. . 

It would be far better for the ma- 
jors to take a good look in the mirror 
at their own shortcomings and stop 
blaming the independents for all their 
troubles. Some items they might well 
examine are: 

Unrealistic sales goals as related to 
national consumption. 

Building hundreds of new outlets 
in territories previously adequately 
served by other majors. 

Stamp out the practice of discount- 
ing at retail pumps, which has con- 
tributed to the destruction of so many 
markets. 

Develop the intestinal fortitude to 
demand the true value for their prod- 
ucts rather than feeling they have to 
meet the competition of some idiot 
who cuts the price because he is 
mad at the guy across the street. 

Train their sales personnel in meth- 
ods of developing and maintaining 
markets rather than finding excuses 
for destroying the markets. 

Better this than to begrudge the in- 
dependents some measure of success 
and to try and destroy this sound and 
worthwhile segment of the industry. 


K. C. BAKER 
President 

J. D. Streett & Co. 
St. Louis, Mo. 


‘Not going to give up’ 

» The majors that are on the ball 
and doing a good merchandising job 
in Oklahoma are not complaining 
about a 2¢ differential, to my knowl- 
edge. Sun Oil is not in Oklahoma but 
it sounds very much as if there is 
something lacking in their merchan- 
dising program if they are starting to 
scream “price.” 

I have noted in our area that the 
only major dealers that have to sell 
price are the ones not giving good 
service or that have older type sta- 
tions, generally kept poorly. In Okla- 
homa there are a number of hard- 
headed independents that are not go- 
ing to give up the traditional 2¢ dif- 
ferential. 


R. M. KNox 

President 

Knox Industries Corp. 
Enid, Okla. 


‘Important that we analyze .. .’ 


> There can be no doubt that pres- 
ent-day representation of private 
branders is a far cry from what it was 
some years ago. As pointed out by 
Mr. Wright, these stations are modern 
in appearance, well equipped, and 
strategically located. It is important, 
therefore, that we carefully analyze 
and evaluate our competitive position. 


C. J. Guzzo 

Marketing Vice President 
Gulf Oil Corp. 
Pittsburgh 


‘l tend to agree’ 


> One of the major problems in the 
service station industry today, at least 
in the Middle West, is the spread be- 
tween major and independent pump 
prices. To a large extent, historically 
this is the fault of the majors. They 
have held an “umbrella” on the tank 
wagon price and permitted too great 
a spread between tank wagon price 
and the open market price. At the 
same time some independents in our 
area have increased the complexity of 
the problem by taking advantage of 
this to try and increase the spread 
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Spread Outmoded? 


between their price and the majors to 
3¢ to 4¢ gal. 

With such a large spread between 
the tank wagon and open market, in- 
dependents have made a good return 
on their investment and have been 
able to build large stations in good 
locations with as much or more ap- 
peal than several major brand outlets. 
And independents do not take a back 
seat to anyone on service. 

I tend to agree with Mr. Wright 
that the days of the 2¢ spread should 
be over—a 1¢ spread would be more 
realistic. This is especially true since 
the average buyer is more _ price- 
conscious ,than a year ago. 

We are just at the state of a local 
price war here in Ft. Wayne. One of 
the factors that started it is that some 
of the independents have tried to get 
a 3¢ spread on price under the majors. 
One of the companies that has his- 
torically tried to get at least 3¢ is 
Hudson Oil Co. You might also be 
interested in knowing that the first 
major to reduce the tank wagon price 
to its dealers in the city was Sun Oil 
Co. 

J. THORNHILL 

President 
Thornhill Oil Co. 
Ft. Wayne, Ind. 


ROBERT 


‘We must excel’ 


> Willard made an excellent speech, 
and the only question in my mind is 
whether he went far enough. I think 
we not only need to be competitive 
on price, but, in addition, must excel 
in service, station appearance, quality 
of products and merchandising. 

As to his comments on price, the 
paragraph, “What can major branders 
do about it” summed it up very well 

W. B. HAWK! 
General Sales Manager 
The Texas Co. 

New York 


‘Thing of the past’ 


> There is no question in my mind 

but that competition is going to be 

rougher than it is today and that the 

favorable price differentials hereto- 

fore enjoyed by independents are a 
thing of the past 

JOHN D. KING 

Vice President 

Cities Service Oil Co. (Del.) 

Chicago 


‘l certainly dread it’ 

> | wish I knew how I felt about it. 
If I had to testify, I could only say 
that | am concerned. 

Concerned about the growth of the 
unbranded companies, fed by the re- 
fineries of those companies who will 
suffer the most from the resulting 
price wars. 

Concerned because if there is to be 
no accepted margins, then we are in 
for limitless competition. 

This may be the proper 
but I certainly dread it 


solution, 


DwiGcut T. CoLLey 

Vice President, Marketing 
Atlantic Refining Co 
Philadelphia 


‘The cost would be great’ 


> As to my views on the traditional 
spread between tank car operators and 
others, I doubt that my opinion would 
have any great value. I am, however, 
convinced that the operating costs of 
the tank car operators is_ basically 
much lower than that current in op- 
eration through dealers. Such funda- 
mental differences might be resolved, 
but, like atomic war, the cost would 
be great. 


J. M. HOUGHLAND 
President 
Distributing Co 


Nashville, Tenn 


Spur 


‘| hope the article will help’ 


> As you know, we are marketing in 
areas where this so-called price spread 
ranges from zero to several cents and 
our Own views on the subject have not 
yet crystalized enough to enable us 
to make any official comments on the 
situation or the trend. 

I hope the article will help bring 
the present 
head. 


chaotic situation to a 


J. L. Wait 

Coordinator 

Marketing Trade Relations 
Continental Oil Co 
Houston 


What's Your Opinion? 


We'd like to know, and so would 
NPN readers. Send your letters to: 
Editor, NATIONAL PETROLEUM 
NEWS, 330 W. 42nd St., New York 
36, N.Y. 





June, 1958 * NATIONAL PETROLEUM NEWS 





EVER-TITE 
Standard Adapter 
and Coupler 


EVER-TITE 
-the best quality 


QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 
Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


EVER-TITE 
Adapter and 
Coupler 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 


EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Shank Hose 
Coupling 


wi 


Dust Cap 
EVER-TITE Dust Protectors 





6 IMPROVEMENTS 


1: Faster, Easier Resetting: New controlled reset-cycle 
guarantees uniform resetting action. What's more, reset lever and gas 
nozzle are on the same side... no need to walk around the pump. 


2: Fewer Parts: Simplified design has eiminated many moving 
parts... which means better service with less maintenance... a definite 
new factor in control of operating costs. 


3: More Protection for Totalizers: Complete enclosure 
of these vital parts means better overall protection, and guarantees an 
accurate count. 


4: interlock Feature: Elements are provided in this design to 
assure interlocking. These involve no extra components, other than parts 
which pump manufacturers would have to supply in order to connect the 
computer to elements outside the pump and the pump-motor switch. 
This feature makes sure computer is reset before next sale is made. 


5: Larger Figures: 16% increase in size of figures . . . and 
placement of the reading line 18° above the horizontal .. . assures easier 
reading than ever before. 


6: Improved Lighting: Lower bank of figures projects slightly 
forward ... permits light to shine directly on figures . . . and also con- 
tributes to easier reading. 

These new ‘‘built-in skills’’ are proofs of 

progress in Veeder-Root’s non-stop ef- 

fort to co-operate with pump manu- 

facturers in giving constantly bettered 

protection and service both to service 

stations and the motoring public. 
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VEEDER-ROOT INC. wartrorno, conn. “THE NAME THAT COUNTS" 
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Letters 


Automation for the Small Firm 


> Upon reading “Automation for 
the Small Firm” (May, pl15) I 
noticed you quoted me as saying “It’s 
worth exploring further; sounds 
good,” about the idea of central-point 
delivery and billing on computer 
equipment. I did not know this state- 
ment was going to appear in the 
article. 

While the idea of central-point 
delivery is intriguing, and the con- 
cept of billing on computer equipment 
may have advantages, my experience 
with the computer phase of it is nil, 
as far as the practical effects of its 
application are concerned. I do not 
want it to appear that I am endorsing 
in any way the material contained in 
the article. 

CHARLES H. BURKHARDT 
National Secretary 

Oil-Heat Institute of America 
New York, N. Y. 


> We have been interested in equip- 
ment of this type for some time but 
have not found any practical means 
of using it because of the relatively 
large number of accounts necessary 
for the economical use of such equip- 
ment. 

Equipment of this type would not 
save a great amount of money for the 
first few years and in an operation 
such as ours would perhaps eliminate 
five to seven employes. It brings up 
certain question as to the feasibility 
for commercial accounts service sta- 
tion accounts and TBA acounts. There 
is also no mention of the classification 
of sales by departments, sales taxes, 
etc. 

The big problem in the Providence 
area would be finding three or four 
firms willing to go along on a co- 
operative program. If you are cog- 
nizant of any firms now using such 
a set-up, I would be most interested 
in knowing of them. 

ARTHUR J. DEBLOIs, JR 
DeBlois Oil Co. 
Pawtucket, R. 1 


> It contains some good ideas. Many 
of our small firms accumulate over- 
head and never get their inefficiencies 
out into the open. Few have a com- 
plete cost accounting system so they 
rarely know where their losses occur. 
The plan advanced by Edward Flamm 
would save money. 

I am also certain, however, that it 
would be difficult to promote and it 
would be a long time before oilmen 
would go into a plan like it on a 
cooperative basis. 

WILLIAM F. BRIGGS 
President 

Valley Oil Co. 
Middletown, Conn. 


> ... Another question is the re- 

luctance of a distributor or jobber to 

release his information for fear that 

some of his sales information may 

be inadvertently included with that 
of one of his competitors. 

W. D. RotH 

Dahl Oil Co. 

Norwich, Conn. 


> Naturally, an idea of this nature 
becomes intriguing at first, but I have 
tried to visualize how this centraliza- 
tion would apply in actual 
Frankly I look upon the 
decidedly mixed 
practicality of it, in the 
placing the smaller companies to- 
gether, the raising of the fund, and 
the dispatching of orders from one 
central control point, 
which are quite awkward, 
though there may be 

It would be impossible for me to 
form any better opinion of the idea 
until and unless | 
cisely how it would 
the last item. 
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Oil Heat 


COMING UP NEXT MONTH 


@ Station lighting: How the newest trends shape up 
@ Is the auto industry due for an agonizing reappraisal? 
@ How your dealers can make bigger profits on batteries 
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Merchandising, Trade & Export 


1958 AWARD OF MERII 


National Petroleum News 


icp INDUSTRIAL MARKETING 


for NPN’s 
3-part report on 
Today's Jobber 
in the May, June 
& July 1957 
issues ol 
National 
Petroleum 
News 


Reprints of this award-winning seri 
are available free to NPN subscribers 
as long as the supply last. Write Na 
tional Petroleum News, Readers Serv 


ice Department, 330 West 42nd St 
New York 36, N.Y 








Letters 


4 . not be happy with low octane fuels. 
Crystal-Balling Future Engines — "s)wertouie nat” raise: power 
plants will have any effect on tire 
> | should like to make the following will be no increase in compression requirements, and may indeed _in- 
points on “How Tomorrow’s Engines ratios in next year’s new cars, or that crease the battery requirements. 
Look Today” (April, p174). octane requirements will be as low 
1) While it is difficult to be cer- as they are now, and certainly not 
tain at this point how the turbine lower. 
wheel blades will be attached to the 3) The manufacturer of a future 
turbine wheels, we doubt that their small economy-minded car may de- 
replacement will be so simple that sign a pretty high compression ratio 
service station will be replacing them. into it in order to provide maximum 
>) We doubt very much that there fuel mileage. This car will therefore 


MARTIN STARK 

Sales Engineering 
Esso Standard Oil Co. 
New York 


Mr. Stark makes some interesting points, 
but we believe Holger Ridder’s article 
accurately reflected Detroit’s thinking. 
This thinking stems from many different 
sources, sO varying interpretations are 
often possible. And, of course, Detroit's 
been known to change its mind. 


REAL > This type of information, along 
with being close to Detroit on their 
plans, is extremely useful. 


If the car engine suddenly shifted 
into the turbine field or into the small 
car field, refiners would need all the 
advance notice that they could get 
as would the marketers. 


HaroL_p G. HOULTON 
Director 

Research and Development 
Ashland Oil & Refining Co. 
Ashland, Ky. 


> In my opinion, the turbine and 
free piston engines are a long way 
off. I doubt whether the engines would 
be accepted very enthusiastically by 
most car owners, because the economy 
of the gas turbine engine is very poor, 
especially at idle. 


E. J. KRAUSE 

General Service Manager 
Buick Motor Division 
Flint, Mich. 


VIKING 'STRAITLINE’’ PUMPS 


Who Said ‘Only’? 
Cuts costs the proven way—by actual performance. Speci- > In your April issue on page 13, 
fy Viking Heavy-Duty “Straitline” Pumps for your modern captioned “Helpful Hints for Fuel Oil 


bulk plant. Note these features: Men,” you state that Arrow Petro- 


oa leum is the only Chicago distributor 
, Y P , with an all-inclusive insurance plan 


. Fast, self-priming. for their customers at an additional 
. Compact . . . slow speed. cost. I would like to take exception 
; Always dependable. to this statement. 

. Rugged construction, for years of service. We have a plan, made available 


: : : to the public in May, 1957, which 
- Choice of mechanical seal or packing. I believe has all, if not more benefits, 


. Integral relief valve. than Arrow Petroleum’s. 
. Capacities of 35, 50, 90, 150, 200, 300 GPM, 
with larger sizes available. Victor P. Moscato 
Liquid Fuels Co. 
Chicago 
VIKING PUMP COMPANY NPN tries to avoid using “only” unless 
Cedar Falls lowa. US A In Canada its “ROTO-KING’ pumps absolutely sure the word applies. Apolo- 


gies to Mr. Moscato for our error in this 
case. 


comoumh, wn — 


For complete information send for Catalog CR today! 
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Marine Sales: Yea-Nay 


> I was very much impressed with 
the article on boating and marine 
sales (May, p75). 

Iwo years ago, we installed a pump 
and tank at our local marina, on the 
Cedar River, and we are very pleased 
with the amount of volume we are 
getting. This just bears out the fact 
that the boating boom is taking effect 
all over, even on the small inland 
rivers. This certainly is a market the 
jobber should not overlook. 


R. B. RITTER 
Ritter & Rundle Oil Co 
Waterloo, lowa 


> The article pretty well covers 
operation. However, 
there are a lot of other factors which 
a jobber may find that show it will 
not be too profitable for him to enter 
the marine sales field. 

One main factor is competition, 
particularly in Our area, which is a 
coastal one. Our company has given 
a great deal of time and study to 
marine sales on a large operation, but 
we keep coming up with the conclu- 
sion that maybe we'd better leave 
this to the big boys due to investment 
and profit margin 


marine sales 


J. H. Wuitt 
President 

Port Oil Co. 
Charleston, S. C. 


Equipment Challenge 


> Makers of gasoline handling valves 
are faced with an increasingly serious 
problem with present-day packing 
materials 

We hear that fuels with 40% to 
50% aromatic content are in_ the 
offing with 55% to 60% contents a 
distinct possibility. These are fuels 
capable of destroying synthetic rub 
ber, acrylic finishes and acrylic mold 
ings——-we Can hardly expect Our pre- 
sent packing materials to act as more 
than a sieve. Pump and meter gaskets 
and leathers will also fall victim to 
rapid deterioration. 

It is time to issue a challenge to 
the packing industry to come up with 
material and construction methods 
which will be more than adequate 
for any foreseeable fuel; furthermore 
these materials should be capable of 
being installed in the field by less 
than an expert, for experts are the 
guys who work for your competitors 


RICHARD A. WEItr 

Preside nt 

Weil Service Products Corp 
Chicago 


June, 1958 + NATIONAL PETROLEUM 


Another 
Father-and-Son‘ 
RICHFIELD 
Distributor 
Team 


Mapping Strategy ¢ Jennings B. Lineberger, head of J. B. Lineberger, In 


, Richfield 


Distributors of Lakeland, Florida, uses map to discuss potential of marketing area with hi 


children. Left to right: son “Buddy 
and son Donald. 


*, Mr. Lineberger, daughter Mrs. Jenny Lineberger Shores, 


*and daughter 


No crystal ball needed 





“Most Promising Future” 


says Jennings B. Lineberger 


“Back in 1954, when we were on 
the look-out for a gasoline and oil 
distributorship, we were mighty 
choosey,” relates Jennings Line- 
berger. “Most important, I wanted 
to assure a sound future for my chil- 
dren. I wanted to handle top-quality 
products, wanted to become associ- 
ated with a company that provided 
plenty of cooperation, yet left us 
really independent. 

“After carefully considering all 
companies, we signed up with Rich- 
field. And am I tickled we did! The 


Richfield name has instant accept- 


ance. The Richfield people cooper- 
ate in every way possible. They 
advise us, advertise and merchan- 
dise for us. And “Buddy”, Jenny 
and Don look forward confidently 
to stepping into the saddle when I 
step down for retirement. Any man 
who's offered an Independent Rich- 
field Distributorship should leap at 


the opportunity!” 


WOULD YOU like to become an 
Independent Richfield Distributor ? 
Let us tell you about all the ad- 
vantages. Write, wire or phone us. 


Don’t delay do it today! 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 THIRD AVENUE, NEW YORK 17,N.Y. 


Serving the Eastern Seaboard from Maine to Florida 
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CASH AND CHARGE transactions are safeguarded 





against loss by this National Cash Register System 


“Our GWattonal Full-Shelf System 


saves us 2,900 a year... 


pays for itself every 10 months.’’—1 & R Texaco Service Station 


Las Vegas, Nev. 


“Our profits have increased greatly 
since we installed a National Full- 
Shelf System,” writes R. W. Rollins 
of the L & R Texaco Service Station. 
“Our National has reduced record- 
keeping costs by saving time and 
money for us 

“We get complete inventory con- 
trol from our National Cash Regis 
ter because it prints a separate sales 
total for each department. Another 
important feature of our National 
System is the speed and efficiency 


with which it enables us to serve both 
cash and charge customers. 

“By improving our record-keeping 
efficiency and increasing the econ- 
omy of our operation, our Locked 
Stock National Full-Shelf System 
saves us $2,900 a year, pays for itself 
every 10 months.” 


lita W Sollee) 


of the L & R Texaco Service Station 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES 


14 


* HELPING BUSINESS SAVE MONEY 





L & R TEXACO Service Station in Las Vegas, Nev. 


Your service station, too, can benefit 
from the time- and money-saving fea- 
tures of a National System. Nationals 
pay for themselves quickly through sav- 
ings then continue to return a regular 
yearly profit. National’s world-wide 
service organization will protect this 
profit. Ask us about the National Main- 
tenance Plan. (See the yellow gegey 
pages of your phone book.) Gj 





“TRADE MARK REG, U.S. PAT. OFF. 


CASH REGISTERS * ADDING MACHINES 
ACCOUNTING MACHINES 


wer paper (No Carson Required) 
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Money-Making Ideas 





How to tie into a big 
national theme 


Bringing out the ham 
in customers... how to 
dramatize MV oil... 


CUSTOMERS ARE HAMS. They 
like to see themselves in pictures (and 
so do you). Why not pamper them? 
For your next station opening or spe- 
cial promotion, put one man to work 
with a Polaroid camera. You can 
make snapshots while customers are 
filling up. Tie in your advertising this 
way: Quick pictures—and quick serv- 


ice, too. 
$ 


WANT TO PROVE to dealers and 
customers that your MV oil has it 
all over conventional brands? Have 
your salesmen try this stunt: drop 
into a station and put a can of MV 
and a can of premium oil into the 
Coke freezer. Next day, take the cans 
out, punch a hole in each and show 
how much more easily MV flows. On 
the same day, drop two cans into a 
pot of boiling water. Again, punch 
a hole in each and show how thin 
and watery the premium oil has be- 
come, compared to your MV. 


$ 


BLOW GUN EXTENSION can be 
assembled by attaching a long copper 
tube to the air nozzle with a sleeve- 
type fitting. It’s handy for the station 
operator who may need to clear 
grease or dust out of a wheel bearing 
or other pocketed place while remain- 
ing clear of the rebound spray. 


$ 


DO YOUR DEALERS’ BACK 
AWAY from 24-hour operation be- 
cause they see little profit in it? For 
stations in reasonably good locations 
for night traffic, it pays to stay open 
even if the profit only pays for ex- 
penses and extra overhead. Experi- 
ence of those who’ve tried it show 
that motorists remember the late-hour 
station and often turn into steady day- 
time customers. And day operations 
are smoother because much of the 
housekeeping can be done at night, 
when there’s more time. 


mie 





$ SMOKEY THE BEAR entertained small fry in Billings, Mont., and 

helped Carter Oil to a highly successful station opening. Smokey usually 
works for the U.S. Forest Service promoting fire prevention. The Forest Service 
lent Carter a Smokey costume to plug Carter products and the opening on TV and 
at the station. In return, gifts handed out at the opening were inscribed with 
fire prevention messages. Both sides profited, and kids and parents were delighted. 


SINCLAIR Refining Co. tells its 
dealers to try a “9S¢ special.” One 
dealer printed a handbill listing all 
services he offers for less than a dol- 
lar—for instance, spark plug cleaning, 
brake adjusting, balancing of one 
wheel. Then he left the handbills 
under the windshield wipers of cars 
parked at the local railroad station. 
By capitalizing on the commuter 
trade, the dealer did a good business 
on his “special” and increased his 


gallonage 10%. 
$ 


SHARP EARS can add sales dollars 
to dealers’ station income. On the 
island, dealers can listen for the tell- 
tale rumble or roar of a car with a 
faulty exhaust system. A quick sales 
pitch on the dangers of a bad muffler 
or tail-pipe should follow. Another 
good time to check exhaust systems 
is while a car is on the grease rack 
lap the muffler to find loose parts or 
thin walls. Feel around rust spots for 
flaking and examine tail-pipes for 
kinks, holes and loose brackets 
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HERE’S A USEFUL REMINDER 
for your dealers on curing ignition 
matter to 
make a quick check of the distributor 
cap. Look for these troubles, suggests 
Champion Spark Plug: Insulation 
breaks hidden under the rubber boots 


complaints. It’s an easy 


on the towers; tower contacts cor- 
roded, if leads are in far enough; 
cracks or carbon tracks between con- 
tacts inside the cap; a loose or 
shorted wire to the breaker points; 
insulation wear from the continued 
action of the vacuum advance. 
They’re easy to fix—and you send 
the customer away happy 


$ 


ITRADING STAMPS are generally 
used as a “discount for cash.” But they 
work in other ways: (1) to promote 
prompt payment of credit accounts; 
(2) to promote business during slack 
midweek periods; (3) to promote sales 
of slow-moving accessories and pri 
vate brand merchandise. For the full 
story on trading stamps, their uses 
and abuses, see page 109 











Dodge 
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Dodge T900 Tandem tractor, 234 horsepower. 


Heavy-Duty Finance Pian 


is designed to save you money! 


Need a new truck, but need to watch your working 
capital, too? The Dodge retail finance plan for heavy- 
duty trucks was designed for just that situation. It 
lets you operate modern, efficient trucks without 
burdening yourself with excessive finance charges. 


Designed with the same understanding of truck 
problems that has made Dodge Power Giants out- 
standing, the Dodge Heavy-Duty Retail Finance 
Plan is tailored to your needs. Whether you need 
one truck or several, you can finance your purchase 
with a minimum down payment, and with lowest 
financing cost. Payments can be arranged over an 
extended period. 


What kind of equipment can be financed with this 


pile. BD) CG = PowerGiants 


plan? Any Dodge medium-duty, heavy-duty (400 
through 900 models) or four-wheel-drive trucks, 
plus extra equipment, including bodies mounted on 
the trucks. 


This new plan makes it both easy and economical 
for you to get Power-Giant advantages: exclusive 
Power-Dome V-8 engines that keep maintenance at 
a minimum .. . rugged ‘‘Job-Rated”’ construction 
... famous Dodge economy and dependability . . . 
advanced Dodge styling. 


Let your Dodge truck dealer show you how this 
Heavy-Duty Retail Finance Plan helps truck opera- 
tors with established credit own thrifty new Dodge 
Power Giants. See your dealer soon. 
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Regions 


tamps: The Little Woman's View 


Our man Marvin Reid's 
little woman, that is 


By MARVIN REID 


Southwest Editor 

“Why in the world do you fool 
with those things? I said. “Don’t you 
realize these so-called trading stamps 
cost you money, that you could buy 
your groceries and gasoline cheaper 
at places where they don’t give them?” 

My wife Melba, with little “Black 
Gold” stamps scattered all over her 
kitchen table, paused in her job of 
pasting them in her stamp books. 

“Stamps to me,” she said, “are just 
like savings accounts. They 
money in the bank.” 

If I had shut up right then, I'd 
probably have been better off. As I 
pursued the questioning, the answers 
became more confusing—but interest- 
ing. They show what one woman, at 
least, thinks about stamps and _ the 
station business. 


are 


“How in the world do you figure 
you save on these things?” I said. 
“Stores and stations that give them 
have to charge more for their mer- 
chandise. They have to pass the cost 
of the stamps on to you.” 

“Not grocery stores,’ my wife re- 
plied. “And don’t try to tell me they 
do. Not the ones where I shop. All 
the prices are almost the same 
high, but still the same.” 

Not too of my 
supermarkets, I switched 
stations. She god 
has to keep it gassed up 

“Well, what about service stations? 
Here in Houston, the people who run 
them are now charging a cent a gal- 
lon extra in most cases where they 
give stamps. I'll bet you don’t even 
know what you pay for gasoline. You 


Too 


sure ground on 
to 


Plymouth, 


service 
OWnS a 


probably just look for the stamps.” 
“I buy my gasoline at a Fairway 
station,” she replied, which private 


brander Hubert Herren ought to ap- 
preciate. “And I do, too, know what 
it costs. Regular is 27.9¢ a gal., and 
that is one to two cents cheaper than 
other stations around here (all majors) 
sell it for. By getting fill-ups at Fair- 
way, I get double stamps, plus a 
cheaper price. Now what’s wrong with 
that?” 

I noted she was beginning to bristle 
a little. “Some Fairway stations and 
are now selling for 


others regular 
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Mrs. Reid prospecting for Black Gold (stamps). Report on stamps starts on page 109. 


26.9¢c, if they don’t give stamps,” | 
said. “Would you buy at these sta- 
tions? Or do you think your stamps 
are worth a penny a gallon?” 

“Pd buy where they give stamps 
and have the cheapest price, too. If 
I get a fill-up at Fairway and it costs 
$3, I get 60 stamps they 
give ‘doubles.’ Where they just give 
‘singles, you get one stamp for each 
10c you spend.” 


because 


That really didn’t answer my 
tion, but you know how it is. | 
a new approach. 

“Let’s put it this way. If you could 


ques- 
tried 


buy 10 gallons for 26.9c, don’t you 
think the 10c you’d save would be 
more than the value of the stamps 


you get where you pay 27.9c?” 


“No, because I wouldn't save the 
10c. Vd spend it somewhere else 
I can’t spend the stamps to pay 


laundry bills, the paper boy, the milk 
man, and forth. By saving them, 
I get things I wouldn't ordinarily 
spend money on.” 

That pretty 
that, but she wasn’t through 

“And while you are talking about 


sO 


seemed to well settle 


gasoline, I want to know why Fair 
way can sell it cheaper than these 
other stations? Why do you use all 
those credit cards you have and run 
up much higher gasoline bills than 


I do, and not even get stamps?” 
“Well,” I explained, “the guy who 
Fairway is what 

independent He 


owns the station we 


call an jobber has 


NEWS 


less overhead expense than the bigger 
companies. He doesn’t advertise the 
quality of his gasoline on a big scale 
like Shell, Continental, Gulf, Texaco, 
and the By the way, don’t you 
pay any attention to that advertising?” 

“Certainly not. Why should I? My 
Plymouth runs just as good on one 
brand as it the next, and Ill 
bet your old Dodge will, too. I look 
for price and stamps, and nothing you 
can say will change my mind, either.” 


Hell, after 10 
than that. “But 
station operator and the 
of the station itself in- 
buying? How about 
And where do you 


rest. 


does 


“I'm not trying to.” 
years, | know better 
the 
appearance 
fluence your 
driveway 
take your 
washed? Fairway 

“The Gulf 
lubricates and 
they sell me gasoline 
their price is too high and they don't 
give The station 
doesn’t influence my 
and 


doesn’t 


service? 


car to get it greased or 
that.” 
street 


but 


offer 
the 
my Caf, 


doesn’t 
station down 
washes 
don't because 
stamps operator 
buying—yjust 


what is his price does he give 
stamps 
about service?” 

fills my gas tank 
the service I want 
other around 
want to 
the 
have 


station. I 


“How 
fast 
Some 


“Fairway 
That's all 
of these here 
fool 
and 
aim 
want 


Stations 
They 
out 


are too slow 


around sweeping 
checking the tires. I 


when I drive into a 


Car 
one 


to get in and out as fast as I can.’ 


“But, Woman, those major station 


17 
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FOR ESTATE (Continued from page 17) 
and men have been trained to do just the 
yy te ee 


“No, I don’t. Maybe I’m dressed 
in shorts. I don’t want a station man 
sweeping out my car if I am. And 
| besides, did you ever stop at a sta- 
| tion with these two wild little animals 
pao of ours? Anytime you have them 
Ll ore a along, you have to stay on the move. 
a ee ; “Tl get my car swept out when 
az ™ as 'f want to. And I'll have my tires 
. gr ee ‘ checked when I want to. To me, 
driving into a service station is an 
|ordeal, not a pleasure. - 

“You say advertising and all these 
so-called services force these other 
stations to charge more’—I really 
|hadn’t said exactly that, but—‘for , 
| their gasoline. Maybe so, but I'll keep 
| buying mine where I can get it for 
the cheapest price plus stamps. 

“And as for that advertising. Why 
should I pay extra money for what 
is supposed to be more powerful gaso- 
line? I don’t need it. I don’t want 
to race anybody. If the stuff makes 
my car go, that’s all I want. Now 
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ELECTRIC CONSUMER PUMP 





Built to the same standards that 
have made Bennett service station 
pumps famous for quality the world 

* over, Fleet Jr. pumps bring .new 
fueling economy and convenience to 
small industrial fleets, farms -and 
estates. Fleet Jr. pumps help keep 
accurate control of fuel costs, make 
refueling easier, faster, safer and 
prevent pilferage. 

“Multi-Level” design with new 
extra height and “Tilted” Dial Face 
give easy readability at any vehicle 
fuel tank elevation. 

Direct drive rotary vane pump. 
Straight union type intake coupling. 
Heavy gage steel housing over 


strong welded chassis. Easily acces- 





sible for inspection and service when 
needed. 


@ 51” HIGH for better visibility and 
convenient nozzle location. 
@ TILTED DIAL FACE is easy to read. 


@ UP TO 12 GPM delivered over 10- 
foot lift. 


@ HORIZONTAL REGISTER indicates 
up to 100 gallons —totalized to 
100,000 gallons 


@ PADLOCK provision ends pilferage. 
@ LIGHTED DIAL FACE available. 
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|shut up about my stamps and help 


me paste these up.” 
Yes, Ma’am. 


e Recent brand changes in the 
Southwest: 

Brown Oil of Oklahoma City, long- 
time Anderson-Prichard jobber (NPN 
—June °57, p129) adds the Conoco 
brand. 

Pederson Oil of Kilgore, Tex., goes 
from Premier to Phillips. 

Dan Hunt of Tulsa (NPN—Dec. 
°56, p96), drops Phillips. Multibrand- 
er Hunt now sells under three major 
flags—Magnolia, Cities Service and 
Texaco—in addition to his own brand, 
Pemco. 


e Who gets hurt most in a price 
war, private or major brand mar- 
keters? A Houston private brander 
reports his business dropped 30% 
during a two-week war that saw all 


| Houston stations selling regular at 
| 19.9¢—including 8¢ taxes. 


e Producer buys jobber: Shelton- 
Warren Oil Co. of Roswell, N.M., has 
bought Tweedy Oil Co., of Roswell. 

Since June, 1957, Shelton-Warren 
has been a producer in southeastern 
New Mexico. Tweedy has distributed 
Shamrock Oil & Gas Corp. products 


|in the area for several years. It 


presently serves 24 stations. 


Shelton-Warren will set up a mar- 
keting department to supervise the 
new Shamrock activity — which it 
| hopes to expand. -Marvin Reid 


JOHN WooD COMPANY > fissicson wcncen 


IN CANADA: JOHN Woop ComPaANy LIMITED © Toronto * Montreal * Winnipeg * Vancouver 
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The Midwest 





Regions 


Dealer Cox Does His Share for the Industry 


THE INDUSTRY wouldn't need an 
Oil Progress Week if it had more men 
like dealer John Cox, who runs the 
Highway Texaco station in Sigourney, 
Iowa. Cox found an Ohio girl’s purse 
on his premises and his handling of 
the situation would do credit to a 
Royal Canadian Mountie. 

A letter from Cox, received by the 
girl’s mother a few days after the loss 
of the purse, is self-explanatory: 
Mrs. L : 

Have a purse with Dianne’s identifi- 
cation card enclosed. It was left in rest 
room early Sunday morning .. . I tried 
to \contact you through long distance 
call, but the chief operator would not 
give me the information as to your 
call. Have had the Highway Patrol try 
same, but they have had no luck. 

The purse will be here at the station, 
or we will mail it to you. I hope the 
amount is right as a lady brought it in 
to me. It contained $46.26 when I re- 
ceived it. 

Yours very truly, 
JOHN Cox 
Highway Texaco 

If dealer Cox’s business is as good 

as his character, it’s booming. 


e Standard Oil Co. (Ohio) is try- 
ing to improve on a good thing. It’s 
replacing Sohio X-tane—long the 
largest-selling gasoline in Ohio—with 
a new regular, Extron. Sohio claims 
the new gasoline delivers top octane 
power for eight out of ten cars on 
Ohio highways today. 

At the same time, Sohio is an- 
nouncing changes in its premium, 
Boron (see page 144). The company 
claims improved spark plug perform- 
ance, new benefits for the carburetor, 
and greater smoothness. 


e Vacancy: Continental Oil Co. is 
moving its northern region headquar- 
ters from Chicago to Kansas City. It’s 
part of a realignment of marketing 
regions, in which five regions will be 
consolidated into three — headquar- 
tered at Denver, K.C. and Ft. Worth 

Kansas and Missouri will be added 
to northern region territory, which 
includes Nebraska, Iowa, North and 
South Dakota, Minnesota, Wisconsin, 
Illinois, Indiana, Michigan and Ken- 
tucky. 


e Vickers Petroleum Co. says it’s 
the first independent refiner in the 
country to use credit cards without 
expiration date. Vickers’ thin, all- 
plastic embossed card and _ inkless 
automatic imprinters were introduced 
at Midwest dealer meetings this spring 
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e Something for fuel oil men: 
New twists on summer-fill programs 
for resellers—and on_ signing up 
homeowners for next season's heat- 
ing oil supply—come out of Michi- 
gan. 

Socony Mobil Oil Co. added price 
incentive to price protection and de- 
ferred billing for the first time to in- 
duce resellers to pick up product 
during the off-heat season. 

Through Sept. 30, Socony is of- 


fering Detroit area resellers a dis- 
count of 0.25¢ a gal. off posted 
tank wagon. Resellers in other areas 
of the state are being offered a 0.5¢ 
gal. discount. 

Speedway Petroleum Co. was the 
first to come up with a guarantee of 
price to homeowners. Speedway is 
telling its present and prospective oil 
accounts that the price of heating oil 
for the next season will not be higher 
than the price Jam. 1, 1957. 


More regions, page 20 


— 


Fig. 535 





You CAN stop product 


losses and equipment damage caused 
by excessive pressure build-up due to 
temperature increase. Fig. 535 Gate 
Valves on new installations or Figs. 
77 or 78 on existing installations will 
do the trick. Write for details. 








MORRISON BROS. COM PANY 
OIL EQUIPMENT HEADQUARTERS 


DUBUQUE, 


NEWS 


1LOWA 

















DEEP COOLING 
FINS 


provide extra 
cooling capacity 


AUTOMOTIVE TYPE CONSTANT LEVEL 
PISTONS OIL SYSTEM 


. assure greater . adequate ep or 
operating efficiency and at all times. 
longer service 

























Don't let "tired airpower" rob the efficiency of your station's 
service and salespower. Replace that weak compressor with a 
Wayne—for guaranteed usable air output. Plenty of power at 
all times because Wayne Compressors are "station-engineered” 
to your location and equipment demands. 
Every Wayne Compressor is built to run 
cooler, use less power, reduce maintenance 
costs and give longer service. You are sure of 
more usable power for extra profit because 
Wayne Compressors are pre-tested, guaran- 
teed and sold on the basis of known 
efficiency in terms of usable air 
output. Write for your copy of the 
“Air Compressor Guide-Catalog''to 
The Wayne Pump Company, Divi 
sion of Symington Wayne Corpora 
tion, Salisbury, Md. or Toronto, Can, 














Extra copies of the 

1958-59 NPN FACTBOOK issue 
available at $2.00 apiece 

as long as the supply lasts 


Write National Petroleum News, Reader Service Dept., 330 W. 42nd St., New York 36, N.Y. 
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Regions 


The West 


Black Gold 


HEARD ABOUT the gusher that 
blew in at St. Regis #1 in Washing- 
ton? Made the St. Regis Paper Co. a 
gasoline producer without even going 
through the refining process. 

Happened in Mineral, Wash., where 
St. Regis collects wood for its Tacoma 
pulp mill. For years a 29-ft. well on 
the property faithfully yielded cool, 
clear water. Last fall it suddenly came 
in with 150 gal. gasoline and it’s 
been producing gasoline ever since. 
Last January, the St. Regis folks 
pumped out 100-150 gal., good 
enough to power a truck. 

A newer, 100-ft. well downhill 
from the gasoline producer also has a 
high-octane aroma. No other wells in 
the area are affected. 

Local amateur geologists have it 
doped this way: there must be an 
abandoned underground tank on near- 
by property once occupied by a 
trucking company. The tank must 
have rusted out and the gasoline must 
be escaping into the well. 

They get their drinking water else- 
where now. 


e 100 in the Bay: Time Oil Co. is 
now marketing 100-octane gasoline in 
the San Francisco Bay area. An offi- 
cial of the Seattle firm says the Bay 
Area was chosen as a proving ground 
to test the market for 100-octane fuel. 
It’s selling under private brands at a 
price generally 2¢ under major pre- 
miums. Outlets are supplied from 
lime’s Richmond storage plant. 

Time’s not telling the source of its 
new product. The company has a tie- 
in with U. S. Oil & Refining Co., 
Tacoma, and also buys from eastern 
suppliers. Time sells to independents 
in California, Oregon and Washington. 


e Shell Oil has a new district to 
serve the mushrooming eastern Los 
Angeles metropolitan area. MHead- 
quartered in Anaheim, it will super- 
vise Shell marketing throughout Or- 
ange County and southeastern Los 
Angeles County. 

Shell says the area’s rapid growth 
encouraged the move. Now if they 
could just do something about the 
Dodgers. 


e New addresses: The Texas Co. 
has moved into a streamlined new 
12-story building at Wilshire Boule- 
vard and Catalina St., Los Angeles. 
Richfield Oil Corp.’s central division 
HQ takes over two floors at 417 Mont- 
gomery St., San Francisco. 
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Canada 


Squeeze Play 


CANADIAN MARKETERS - are 
sweating it out this month: Sun Oil 
Co. swings into full scale operation of 
its blending pumps. 

That move, together with Sun’s 
planned expansion in Quebec and 
BP’s entry into Ontario, could spell 
trouble later this year. 

Sun started the changeover to six- 
grade marketing six months ago in 
western Ontario. Last to be converted 
were 150 stations in Quebec. 

Sun’s competitors are tight-lipped, 
but these possibilities are emerging: 
e Some companies may introduce 

a third grade super-premium to take 
the play away from Sun. Imperial and | 
Cities Service are reportedly consid- | 
ering such a move, although both | 
companies deny it. The parent com- | 
pany of each markets a super-pre- | 
mium in the States. 

e Others may improve present 
premiums. Current octane ratings 
hover around 92 for regular and 99 
for premium. Sun’s top grade is said 
to reach 103. A boost in premium 
octanes would involve a hot and 
heavy advertising battle. 
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CHICAGO 47, 





Advanced styling and greater efficiency 


are combined for the greatest value 
district manager or write direct. 


in horizontal “T" lighting. For additional 


Tanielauirclerelamerelile- (oi me cell am (olor. 1m Oteluilelere 


e Scattered price wars could pop 
up. No one’s saying Sun will touch 
off price competition, but marketers 
point out that a price war might work 
in Sun’s favor. Competitors couldn’t 
be sure of an exact octane-price rela- 
tionship in a six-grade system. 

So far, no one’s breathing fire. Re- 
action to the six-grade system is 
mixed. Some marketers doubt that it 
will catch on with consumers. But one 
sales manager calls Sun’s move “the 
one bright spot in the gasoline mer- 
chandising picture in the last six 
months.” 

BP’s Canadian marketing opera- 
tions are only a year old. The com- 
pany has nearly 150 outlets in Quebec. 
Its move into Ontario involves pur- 
chase of four stations from Sunlight 
Oils Ltd. and two from Barrington 
Petroleum Products Ltd. BP will sup- 
ply eight more Barrington dealers for 
a total of 14 outlets. BP is also build- 
ing a $30-million refinery in Montreal 
Further expansion in Ontario is ex- 
pected soon. 

Sun’s eastward expansion and BP’s 
westward growth could catch estab- 
lished marketers in a vise. Many are 
still licking wounds received from 
Fina’s bombshell entry into Quebec a 
few years ago. A_ six-grade success 
now could touch off fireworks later on. 

M. M. Gutwillig 
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The Southeast 





What About the Negro Market in the South? 


A SEGREGATED SOCIETY de- 
velops buying patterns peculiar to its 
own economic and social conditions. 
Here in the Southeast, this is as true 
in oil marketing as it is in, say, de- 
partment store buying. 

Many observers of the southern 
scene have commented on the large 
percentage of car owners among the 
Negro population. The Negro, they 
have said, may not be able to buy 
the house he’d like in the neighbor- 
hood he’d like to live in. But in an 


Now/ Facter 
Curer Chartin 0g with 


OKHEIM 


MODEL « 


New capacitor motors standard 


In this consumer sales-booster! 


automobile salesroom, the Negro can 
get what he can finance. 

Over the years, the number of 
Negro car owners has grown—and 
their importance to the oil industry 
has grown proportionately. It’s grow- 
ing even more today, because length 
and frequency of the Negro’s out-of- 
town trips have been stepped up as his 
income has increased. 

What influences the Negro’s deci- 
sions when his car needs gasoline? 

To find the answers, this cor- 


Add another PLUS to this proven business-getter! 
Tokheim “48;’ with new capacitor motor, now provides 4% { 
55% greater starting torque, greater operating economy! 
Your farm, small fleet, factory customers benefit three 


ways: Faster Acceleration! Attains full speed in half the 
time—dependable in any weather. Lower-Voltage Starts! 
Far less drain on line voltage—big news for many rural 
areas. Lower Operating Costs! Higher efficiency, greater 
economy, minimum maintenance. Many other product 
features, listed at right. Enjoy bigger volume deliveries 
— bigger business —with this proved and improved 
Tokheim “48”! See your Tokheim representative. 


® High-vacuum rotary 
gear-type pumping unit 


® Horizontal register dial 
@ Built-in check valve 

®@ Built-in by-pass valve 
® Rugged, welded chassis 


@ Finish defies weather 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


1650 WABASH AVENUE 


SINCE 1901 


FORT WAYNE 1, INDIANA 





Subsidiaries: Tokheim N. V., Leiden, Holland — GenPro, Inc., Shelbyville, Indiana 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada; Tokheim-Reeder of Canada, Ltd., 205 Yonge Street, Toronto, Ontario 


respondent talked with Negroes of all 
economic strata. The talks led to the 
conclusion that in the Southeast, race 
plays a part in this facet of the 
Negro’s buying, just as it does in all 
facets of his life. 

They also revealed some buying 
habits that struck this agent as prac- 
tically unanimous: 

First, the Negro customer will have 
little or nothing to do with any sta- 
tion not selling a well known, highly 
advertised brand. The better known 
the brand, the more the Negro feels 
he can expect courtesy. If he doesn’t 
get it, he feels there’s a responsible 
company he can complain to. 

Second, the Negro won’t stop out- 
side a metropolitan area if he can 
possibly help it. Time and again the 
same comment came up: “I just won't 
stop for anything in a small town or 
rural area—for gas, rest rooms or 
anything else.” 

In some stations, rest rooms are 
provided on a racial basis. But in 
many more they are not. 

Says a leading Negro newsman in 
Atlanta, “When I do stop I always 
ask for gas and rest room facilities in 
the same breath. In some of these 
small towns, the station attendant 
wants to settle the racial issue right 
at his station. I just don’t stop at sta- 
ions in such areas. And in 20 years of 
traveling, I’ve never had any trouble. 
I’ve known plenty who have, though.” 

In local driving, Negroes tend to 
confine their buying to outlets in pre- 
dominantly Negro areas—particularly 
true in the case of lower-income 
drivers. But even here they seem to 
stick to the well-known brands. 


e Remember those “gas savers” 
the state of Florida bought to cut fuel 
bills, only to find the device was a 
shut-off valve for marine use? 

Well, the state got stuck with 1,500 
at $22.50 per saver. Gov. Charley 
Johns bequeathed them to the present 
administration, which tested them and 
found they lost gasoline. So they’ve 
just been sitting in a warehouse. 

No longer, though. State purchas- 
ing agent Lloyd Ireland says every 
time the state trades or sells a vehicle, 
a mechanic slaps a “gas saver’ on it. 
That moves them off the premises, 
without costing the state any more 
than labor and downtime and the pos- 
sible fuss when the new owner dis- 
covers what’s happened. 

A year after the Florida purchase, 
Georgia shelled out $33,750 for “gas 
savers.” But Georgia’s using ’em. 

—Charles T. Dixon 
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TBA Franchises Available ! 
AMALIE DIVISION 


L. Sonneborn Sons, Inc, 
Franklin, Pennsylvania 
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featuring air-foil construction! 


/ 
L ic FITS ND Aerolite is Magni Flood’s new all-extruded aluminum Area Light utilizing 
L GE POWER GROOVE LAMPS. Designed for high intensity light control . . . 
: ideal for service and parking areas, etc. This fixture is streamlined for 
minimum wind resistance at high mountings. 


NOZZLE Lumen output of the POWER GROOVE LAMP is approximately 2 to 1 in 
comparison to 800 M.A. Rapid Start. The ballasts are mounted in the main 


PLUG channel of the fixture, resulting in a weatherproof wiring trough. Fixture 
available with or without doors. 
p ate Soll Available in natural aluminum finish or baked enamel (white inside, 
revents opiliage desired color outside) . . . in either 4’ or 6’ lengths. 


For Nozzle Tubes 


S| MAGN FLOOD 


Dealer Inquiries 
Solicited 38 NORTH SECOND AVENUE + MOUNT VERNON, IY. 
MOUNT VERNON 8-1385 


RICHFILL NOZZLE PLUG CO. 
S. E. C. 39th & Market Sts. Manufacturers of a complete line of outdoor floodlights and accessories, 


Philadelphia 4, Pa. 
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Regions 


The Rockies 





Yes, a New Use for Stamps 


GATES RUBBER CO., metropolitan 
Denver’s biggest employer, has en- 
listed its 5,000 employes in an eight- 
months’ campaign to boost sales of 
tires and batteries at its factory store 
in downtown Denver. 

A principal goal is to impress on 
the employes that greater sales will 
bring them larger dividends through a 
profit-sharing plan. 


Employes responsible for sales at 
the factory store also receive trading 
stamps as their commission. The Red 
stamps are redeemable in nationally 
branded merchandise. 

Each employe—most are produc- 
tion workers in the Gates factory— 
was mailed a sales kit labeled “Help- 
Your-SELL-f.” The kit contained 10 
free trading stamps and a catalogue of 


The Newest and 


O67. he 
TIREMAN | 


TOWERED 


Just new on the market, but already acknowl- 
edged as the leader of air-powered tire changers 

. that’s the All-Star Coats Tireman. There 
. [ust a rug- 


are no time-wasting gimmicks . . 


——— 





ged, precision-engineered machine that will 


change all size tires 
less and conventional 
anything else yet designed. 
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IR-POWERE SEN N SCREW-TYF 


NG by just pressing the foot 
pedal. Gently but firmly loosens Most rugged 
toughest beads. 





with just a twist of the wrist 


hold down yet devised 


12 to 21 inches, tube- 
faster and easier than 


as recommended 
by tire engineers, No prying or 
scuffing. *Combination Tool 





trouble-free 


LIBERAL TRADE-IN ALLOWANCE*”° °°" 
NEW TOOL: 


GENERAL OFFICES: 12 DEPOT SQUARE 


MIDWEST OFFICES 


ADDRESS 


24 


900 N. Laké Shore Drive, Suite 804, 
WESTERN DIVISION OFFICES: 3453 Cahuenga Blvd 


New Combination 
Take-Off and Put-Or 
Tool available for present 


oa Coats models and other tire 
changers with center posts $15 00 
ENGLEWOOD, NEW JERSEY 
CHICAGO, ILLINOIS 


Los Angeles 28, Calif 


INQUIRIES DEPARTMENT 


the merchandise that could be ob- 
tained by redeeming the stamps. The 
packet also contained a few “Get- 
Acquainted” cards, a “test-yourself” 
sample of nylon cord used in tires, a 
printed pamphlet describing Gates 
tires, a sample Gates courtesy card. 

Gates employes were instructed to 
sign the “Get-Acquainted” cards and 
give them to friends. The card entitles 
the recipient: 

1. To receive 200 Red stamps when 
he drives to the factory store to make 
any retail purchase of merchandise of 
$1 or more. (Ordinarily it takes a $20 
purchase to get 200 Red stamps. The 
Red stamps are given by more than 
700 retail outlets in the Denver area.) 


2. To purchase the $10 Gates 
Courtesy Card for $7.50. It provides 
a full year of tire and battery service 
at the store or from Gates’ radio- 
equipped service trucks. 

3. To a refund of the $7.50 paid 
for the Courtesy Card at any time 
within the 12 months if $75 or more 
retail purchases are made. 

The Gates employe receives 10 Red 
stamps for every $1 purchased by a 
customer he sends to the factory store. 

Employes are also eligible for addi- 
tional monthly prizes in Red stamps 
for producing the most sales. The first 
prize is 4,500 extra Red stamps— 
enough to fill five books—second prize 
is 2,700 extra Red stamps and third 
prize is 1,800 extra Red stamps. 

Andy Anderson, factory store man- 
ager, told the Gates workers that 
“because these ‘Get-Acquainted’ cards 
give your friends something of real 
value, they will feel you are doing 
them a favor.” 

(For the nationwide stamp picture, 
see page 109.) 


e Expansion note: Derby Refining 
Co. is now selling its products through 
more than 500 retail outlets in Colo- 
rado, Kansas, Oklahoma, Missouri, 
Illinois, South Dakota, Minnesota 
and Iowa. 

Colorado Oil & Gas Corp. of Den- 
ver, the parent company, says 70 
service stations and jobber outlets 
were added last year when the com- 
pany extended its marketing to Colo- 
rado, Oklahoma, Illinois and Missouri. 

Improvements at the Derby Refin- 
ery in Wichita have raised the octane 
ratings for Derby Flexgas Ethyl gaso- 
line to 98 and regular to 89 octane, 
says Colorado Oil & Gas. In 1957 the 
Wichita refinery processed 6,197,667 
bbl. of crude oil, an increase of 20.6% 
over 1956. Sales of refined products 
increased 15% in volume, with gross 
revenues up 22.4%. 

‘Frank Pitman 
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The East 


Starting Summer Off Right 


JOBBER LENNY SHAPIRO is open- 
ing a 10-week advertising and promo- 
tion campaign for himself and his 37 
station accounts in Sullivan County, 
IN. ¥- 

Shapiro, head of Monticello Gas & 
Oil Co., is splitting the cost with his 
supplier, Cities Service. It'll come to 
about $4,000, including the cost of 
prizes. 

The drive is set to accompany the 
big vacation season in mountain- 
resort Sullivan County. This season 
is expected to be bigger than ever this 
year, thanks to a new $5-million har- 
ness racing track in Monticello. 

The idea is to get vacationers into 
Shapiro stations, then make them so 
aware of Cities Service that they’ll 
look for Cities stations when they re- 
turn home in the fall. 

Prize tickets will be the lure. 
Weekly awards will be movie outfits, 
with a foreign car as grand prize. 

Shapiro will spend $1,500 on the 
promotion, using ads in 13 county 
papers plus spot radio announcements. 

The campaign is also designed to 
signal a change: after many years as 
an Esso jobber, Shapiro switched to 
Cities last fall, taking all but one of 
his station accounts with him. 


e The legal battle: Suppliers in 
Massachusetts are talking up against 
proposed gasoline marketing legisla- 
tion, and their testimony at public 
hearings helped force the bills back 
to committee for further study. 

One proposal would prohibit sup- 
pliers from giving benefits of “any 
kind or nature whatsoever.” 

Robert Meserve, counsel for Esso 
Standard, told the state’s mercantile 
affairs committee that such a law 
would outlaw such merchandising as- 
sistance as point-of-sale materials, 
cooperative ad programs and even 
free road maps. 


@ Fuel oil distributors in New Jer- 
sey are thinking big when it comes to 
58-59 oil heat promotion. 

Between themselves and suppliers, 
they want to raise $200,000, about 
four times the last year’s goal—which 
was not met by industry contributions. 
Fuel Oil Distributors Assn. of New 
Jersey had to bail out Oil Heat Coun- 
cil during the last campaign. 

Oil Heat Council is thinking of 
spending 35% of its funds in news- 
papers, 25% for radio, 25% for out- 
door, 10% on printed material for 


distributors, and 5% 
Jations. 


on public re- 


e Expansion - Contraction: Simon 
Oil, Gulf jobber in Niagara Falls, 
N. Y., takes over Dolan Fuel Co., 
with over 1,500 heating oil accounts. 
Simon’s gasoline marketing area has 
been extended, too: it now includes 
Lockport and Pendleton, both in 
Niagara County. 


Lehigh Petroleum Co., Norwich, 


Regions 


Conn., has sold its gasoline business 
to its supplier, Esso Standard, in re- 
turn for stock in Standard Oil Co. 
(N. J.). That makes Esso a direct 
marketer in the Norwich area, with 
about 70 outlets. Twenty of these were 
jobber-owned, along with a barge ter- 
minal and bulk storage—which Le- 
high, now concentrating on heating 
oil, will operate as a lessee. 

R. B. Newman Fuel Corp., Socony 
Mobil heating oil jobber in Tona- 
wanda, N. Y., takes over about 1,000 
Socony accounts in Buffalo. Socony’s 
pulling out of direct delivery there. 

Cornelius Brodersen 


3 WAYS BETTER! 
COATS NEW 
3-STAR TIREMAN 


Developed by the pioneers and leaders in the tire equip- 
ment field, this newest Coats achievement is specially 


engineered for greater speed, easier 


longer, trouble-free service .. . 


Operation, and 
three important 


features that have always made Coats Tire Changers the 


No. 1 Choice of dealers from coast to coast. . 


. tested 


and recommended by all leading tire and oil companies. 


3 PROFIT-MAKING ADVANTAGES 


Jim , 
CAM ACTION for super leverage. Engineered 
to give 50% more leverage, 30% more lift. Any 
tire, 12 to 21 inches, conventional or tubeless, can 
be handled easily 


for fast, positive 
locking. A twist of the wrist locks or unlocks it 
Ruggedly cast for yeors of use 


ROLLER ACTION for faster, safer mounting ond 
dismounting. No prying or scuffing. This famous 
Coats development has been tested and proved 
on millions of tires around the world 


GENERA 


MIDWEST OFFICES 900 N. Lake 


DEPOT SQUARE 
Drive, Suite 804 


nore 


Yes, you still get America’s 
leading tire changer for just 
$129.50. Write for new, free 
literature today! 


ROLL-A-WAY BASE 
OPTIONAL 


“Address inquiries Dept. 71601." 


ENGLEWOOD, NEW JERSEY 
CHICAGO, ILLINOIS 


WESTERN DIVISION OFFICES: 3453 Cahuenga Blvd » Los Angeles 28, Cali? 


June, 1958 +» NATIONAL PETROLEUM NEWS 


25 





HOTTEST BRAND GOING 
... FOR 


Ask any of these Conoco Division Managers about the 
HOTTEST BRAND GOING! 


R. W. ABRAHAMSON 
912 Baker Building, 
Minneapolis 2, Minn. 


G. W. BROWN 
1710 Fair Building, 
Fort Worth 2, Texas 


R. E. CARUTHERS 
5415 No. Pennsylvania Ave., 
Oklahoma City 12, Oklahoma 


DALE CHAPMAN 
757 West Second South, P.O. Box 2250, 
Salt Lake City 10, Utah 


J. B. DICKEY 
2158 Union Avenue, 
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ROUNDING UP BUSINE 


e@ What can | offer my employees as extra incentives? 


Why? . . . Because Conoco’s services do not end with 
aunties you with the hottest brand of petroleum 
products. Conoco believes in two-way co-operation 

. in giving its distributor the hottest business- 
building support in the industry. Conoco is genuinely 
interested in jobber-dealer problems and offers its dis- 
tributors all-around assistance in working them out. 


We not only welcome your questions. We solicit 
them. As one of the nation’s oldest major oil com- 
panies, Conoco has a gold mine of sound information 
which is readily available. Many of the ‘‘answers”’ 
were originally developed by businessmen like your- 
self working on problems with a Conoco Represent- 
ative. For example, we are frequently asked questions 
like these concerning service station operation: 


© 1958, Continental Oil Company 
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e What kind of records should I keep? 

e@ What should my records tell me? 

@ What kind of promotions pay off and what do I do about it? 
e How can I teach my driveway salesmen to really sell? 
e@ What kind of advertising should I do myself? 

e What qualifications should my No. 2 man have? 

e How can I get the most from my men? 


e Why should I keep my station so clean? 


Which of these subjects is especially interesting to 
you? Conoco Representatives can supply you with 
brochures covering these topics as well as any ex- 
planations which may be needed. Order your copies 
now by writing to the Conoco Division Manager in 
the office nearest you. 





No. 15 INSERTABLE 
UNION CHECK VALVE 


+ MOLDED NYLON BODY 
« CONFORMS WITHOUT 
DISTORTION 
ELIMINATES GASKETS 








No. 15-S with smoothly con 
toured, no-seam, full flow 
40-mesh brass screen strongly 
secured on nylon body by 
nylon retaining ring 


HERE’S HOW EASILY YOU CAN INSERT 
OPW's No. 15 IN EXISTING PIPE LINES. 
Just loosen union locking ring and 
separate the union—insert the check 
valve so that the face of the union 
rests against gasket type fins—fins 
automatically adjust to points of con- 
tact for a perfectly tight, long last- 
ing, leakproof seal. 

Prevents line flow of liquid in one 


direction while allowing free flow in 

the other. 

FREE BULLETIN NP-25* tells all about 

the construction features and per- 

formance characteristics of this new 

“Award Winning” Check Valve. Write 

for it now on your letterhead. 4 


*Available on request. 


‘ OPW corroration yy 
my) VALVES + FITTINGS * ASSEMBLIES 
for handling hazardous liquids §& 


2735 Colerain Ave., Cincinnati 25, Ohio, Kirby 1-5400 
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| self-action?” 
| assistant counsel, Military Petroleum 
| Supply Agency. 


Mitek am Mil-)McemNYohalile 


About crusading all by yourself . . . trading stamps 


as a kind of ‘medal’. . . labor union self-restraint .. . 


Fina competition . . . fuel ads 


¢¢What about commercial sales in 


| jobber territory? I know this has been 
| a sore spot for some time. Shell has 
| had for six years a policy of not selling 
| to commercial accounts below the job- 


ber price. We have felt this to be right 
and have stuck with the principle. But 
I can tell you that in this business, if 
you try to lead a crusade all by your- 
self with nobody else in the proces- 
sion, you get to feel mighty lonesome. 
And you lose your shirt. We have 
been losing ours in the commercial 
business for quite a while. We have 
had just about as much nobility as we 
can afford. I think the time has come 


| when we will have to be more compet- 


itive.” J. G. Jordan, vice president, 
marketing, Shell Oil Co. 


that has 
100% _ in- 


¢¢Shouldn’t the business 
given major suppliers a 


| crease in net profits over an eight- 


year period, and their employes a 
90% increase in wages over 10 years, 


be able to afford retailers something 


more than a static margin and a con- 
tinuing 30% turnover ratio? Doesn't 
the welfare of the oil family require 


| a more equitable distribution of family 


income between these family mem- 
bers?” Cash Hawley, president, Na- 
tional Congress of Petroleum Retail- 
ers. 


| 6@There are no panaceas by way of 


the ‘Buy American’ act or any other 


| act for the ills presently besetting the 


petroleum industry. Are not these ills 
to some extent self-induced and can- 
not the ills be cured most readily by 
Richard E. Schattman, 


| 6@ Tuneup is like a puzzle. The prob- 


lem for the dealer is how soon can 
you get to the troubles. This [oscillo- 
scope] is saving the customer money. 
li’s taking the guess out of it.” John 
Finsland, retail representative, Shell 
Oil Co. 


GGlf this outfit ever decides to head 
toward Houston, we're dead.” Gulf 
Coast independent refiner at an Amer- 
ican Petrofina party. 


CCAt some point within the next dec- 
ade the pendulum will swing and over- 
supply will cease to be the bugbear it 
it today.” Albert L. Nickerson, presi- 
dent, Socony Mobil Oil Co. 


GGIt is times like these when needed 
house-cleaning is done. We must not, 
however, let the present sea of oil 
discourage us from building for the 
future. If we don’t plan now for fu- 
ture growth, we will not be able to 
meet our country’s future needs.” J. 
Harold Dunn, president, Shamrock 
Oil & Gas Corp. 


GGThe °58-’59 heating season will see 
more direct institutional fuel oil ad- 
vertising than ever has been promoted 
before.” Richard D. Corrigan, execu- 
tive director, Fuel Oil Distributors 
Assn. of N.J. 


<4 Emotionally, women shoppers make 
themselves believe that the premium 
is a symbol of their alertness, their 
expertness, their smartness. Each pre- 
mium is a ‘medal’ symbolizing the 
woman’s fulfillment, beyond the call 
of duty, of her shopping mission .. . 
At the same time, the premium helps 
to relieve the routinized aspects of 
shopping by offering the excitement 
of a sideshow when buying or mar- 
keting.” Dr. Tibor Koeves, vice presi- 
dent, Institute for Motivational Re- 
search, 


CThe leadership of organized labor 
may well recognize that it has now 
become a significant power in our 
society and faces the same alternatives 
the leadership of industrial corpora- 
tions faced a few years ago: either 
self-restraint or legislative restraint 
brought about by an aroused public 
opinion.” Hines H. Baker, vice presi- 
dent, Standard Oil Co. (N.J.) 


GC I'm afraid that some of the big 
companies interpret our moderation 
as a sign of weakness. But that’s a 
mistake. The jobber will maintain his 
individualism and independence at 
whatever price he is forced to pay to 
retain it.” Otis Ellis, National Oil Job- 
bers Council general counsel. 
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WE HAVE many people in the busi- 
ness today who do not understand 
what is happening. They act as if the 
industry guaranteed them a 5% to 
10% a year increase in sales volume. 
They forget that consumption is not 
increasing at as great a rate as it has 
in the past decade. 

In spite of this, the outlook is 
bright. I am not an economist. I am 
an optimist. I am a salesman. I am 
getting weary of reading the financial 
pages of the newspapers—such ex- 
pressions as: 

The bloom is off the boom 

The fuzz is off the peach 

We are on a new plateau 

We have a temporary pause 

There is a leveling off 

There are soft spots in the economy 

We are going through an economic 

roll-back 

This is a hippity-dippity economy 

There is a change in consumer psy- 

chology 

. all of this gobbledygook to say 
that American business is taking a 
physical. 

When any nation enjoys a lush 
economy over a period of years, some 
waste and uneconomic practices are 
bound to creep in. In time, these 
factors make themselves known in the 
market place and a slowdown occurs. 
Goods become plentiful and salesman- 
ship often goes out the window, 

At this juncture, we can take two 
shortcuts to hold or increase our 
gasoline volume: 

1. Tell our dealers what to do 
instead of taking the time to sell 
them on the idea. Now we are guilty 
of coercion; 

2. Sharpen our pencils and do 
more volume at a greatly reduced 
profit; or we can do it the real way— 
the American Way—and practice 
salesmanship. 

Petroleum products are still a great 
dollar value to the American people. 
We have enough salesmen in the in- 
dustry to influence them to under- 
stand that. We've got more to sell- 
our services, Our personnel and our- 
selves. 


‘The Future Begins Today’ 


...And it’s going to be fabulous, says Shell 


retail manager Ollie F. Minor. Here are some of 


the things he recently told Florida jobbers— 


about the recession and what lies beyond it 


There is a fabulous future for all 
of us. You may say, “We all agree, 
but when does that future begin?”— 
The future begins right now, because 
a minute from now is the near future 
which you should utilize to prepare 
for the intermediate and _ distant 
future. 

Let’s look at some of the rays of 
sunshine on the horizon. . . 

Actually, if we can allow ourselves 
to see the forest for the trees, and 
look beyond the immediate few 
months just past or the next few 
months coming up, we can see that 
there is and has been a steady, un- 
broken economic growth in America 
that is unstoppable. This country’s 
growth is part of an economic and 
social transformation as radical as 
the Industrial Revolution—and much 
more swift in its progress .. . 

One of the main characteristics of 
this dynamic growth is the rapid 
evolution of the now-familiar phe- 
nomenon of what we have all known 
as Suburbia, into an infinitely more 
complex social pattern which we call 
INTERURBIA the city of to- 
morrow. 

From an over-all marketing point 
of view, we are at the foothills of a 
way of life which will require a higher 
degree of research and planning than 
we have ever employed before . . . to 
know people’s motivations and de 
sires . . . to know how they live and 
why they live as they do .. . to know 
how to influence people more effect- 
ively ... and to know it all before it is 
too late. 

Of one thing we are certain as we 
enter this new way of life: Inter- 
urbia will produce fundamental 
changes. And as it does, probably no 
oné of us will be able to continue 
doing business as we have been. With 
it will come problems, but, more im- 
portantly, opportunities. 

No one will find Paradise in Inter- 
ubia. Paradise will continue to be just 
around the corner. And that for all 
of us may be our greatest opportunity. 

Evolution from suburbia to inter- 
urbia has included: 
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1. A sudden and vast increase in 
our population that even now is con 
tinuing to spiral . 

2. Suburbs that grow up almost 
overnight 

3. Quick expansion of cities 

4. Unprecedented development of 
industry 

5. A tremendous increase in auto 
mobiles, and in driving in general... . 

6. And a vastly expanded road- 
building program. 

As a consequence of all this growth 
and increased travel by car, an in- 
crease of over 50% in the demand 
for car petroleum products is confi- 
dently predicted in the next 10 years 
No doubt about it, 
business 

Ihe big thing to recognize is that 
now... today .. . is the Future 
Tomorrow depends on today. 

Service station retailers must be 
gin to improve their salesmanship to 
day. They must become, in effect, 


this is a good 


professional salesmen, 

Service station dealers and their 
employes will have to keep constantly 
aware of the latest automotive trends 
and improvements at retail training 
centers and attend these centers reg 
ularly so that theyll be ready for 
every new merchandising and _ tech- 
nical development 

They'll have to make customers 
even more welcome on the driveway 

here will have to be hours of 
operation that meet the real needs of 
the driving public 

In short, everything that motorists 
have a right to expect—they should 
get. This, in turn, will inevitably lead 
to more satisfied, more loyal custom- 
ers .. . customers who will go out of 
their way to buy all they need for 
their cars from your retail outlets 

Customers ought to be getting this 
service right now—as part of the 
promise implicit in your brand name 
and trademark 

rhe plain facts are that the service 
station of tomorrow and the profits 
that go with it depend directly on 
the service that customers are receiv- 


ing now today! 





Associations 


Florida Petroleum Marketers 





They Never Had It So Good 


FLORIDA fuel oil jobbers were in 
high spirits at the Florida Petroleum 
Marketers Assn.’s annual meeting in 
Clearwater. It was no wonder; they 
had had the biggest heating oil 
business on record during a winter 
that was marked by a succession of 
freezing cold waves. 

Cool and wet weather extended 
through March, and indeed through 
part of April in northern areas. Many 
householders used as much kerosine 
in a single month as they normally 
used in an entire winter. 

The boom in heating oil was offset 
by a decline in gasoline sales. Tour- 
ists stayed away in droves because 
of the cold weather in Florida and 
the bad driving conditions in many 
parts of the North. 

But with the optimism that is 
characteristic of Florida, jobbers who 
depend mostly on gasoline were not 
downhearted. They looked on _ the 
winter’s misfortunes as a_ passing 
phase and were already counting on 
a big summer tourist season, when 
automobile travelers form a_ larger 
percentage of tourist volume than in 
winter months. 

Platform Predictions—The jobbers 
seemed to approve heartily of ad- 
dresses by O. F. Minor, retail man- 
ager of Shell Oil Co., and Dwight 
Colley, vice-president of Atlantic Re- 


Oklahoma Oil Jobbers 





fining Co. (For Minor’s speech, see 
page 29.) 

Despite current problems, Minor 
held out high hopes for the future 
of the oil business. He predicted that 
in 10 years there will be 580 licensed 
automobile drivers for every gasoline 
station and a 50% increase in de- 
mand for petroleum products during 
that period. 

Part of this, he said, will come 
from growing population and _ part 
from the spreading out of towns and 
cities into Interurbia (NPN—Nov. ’57, 
p131). 

Colley stressed the growing impor- 
tance of dealer training. He said 
station operators will have to start 
selling their products instead of wait- 
ing for customers. “The day of the 
buyer coming to you is over,” he 
admonished. 

Resolutions—The association went 
on record as favoring the Sparkman 
amendment to House Bill 7125. This 
would change the method of collect- 
ing Federal gasoline taxes from the 
refiner level to the jobber or whole- 
sale level. 

FPMA also favors taxing coopera- 
tives on the same basis as_ other 
corporations, and advocates establish- 
ing more harmonious relations be- 
tween suppliers and dealers. (For 
new Officers, see page 188.) 


Cure: Sunshine & Headbanging 


“GIVE US a few days of sunshine, 
bang some heads together so we 
could get our price troubles straight- 
ened out, and we wouldn’t have any 
troubles.” 

That statement, made by one of 
63 jobbers who attended the Okla- 
homa Oil Jobbers Assn.’s_ annual 
spring meeting in Oklahoma City, 
pretty well sums up what’s bothering 
jobbers in the Sooner State. 

Heavy rains had seriously curtailed 
farming operations at the time of the 
meeting. They (or possibly unknown 
factors) had also affected retail sales 
of some jobbers. One with no farm 
business, for instance, reported his 
station’s sales off about 3%. 

Probably the most pressing prob- 
lem, aside from the weather, was the 
depressed price situation in much of 
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the state during the month of April. 
A prime example was Oklahoma 
City. Some private-brand prices were 
actually higher than some major- 
brand postings. Also, prices in some 
areas of the city were 3¢ to 5¢ over 
or under postings in other sections. 
Some blamed the majors for the 
price conditions; others blamed pri- 
vate branders. All claimed they 
weren't making any money. 
Members Wanted The Associa- 
tion has set up a committee to study 
the possibility of hiring an executive 
secretary. The aim: to go after new 
members actively and aggressively. 
A decision is expected in June. 
OOJA may consider bringing in 
commission agents as affiliated mem- 
bers, as the Texas Oil Jobbers have 
done (NPN—May, p27). 


New Jersey Distributors 





New Oil Heat Idea 


NEW JERSEY OIL MEN are work- 
ing on a one-price package plan for 
each oil-burning account that would 
cover the oil, service, parts—tank, too 
—and eventual replacement of the 
burner. 

The idea cropped up during 
roundtable talks at the Atlantic City 
convention of Fuel Oil Distributors 
Assn. of New Jersey. 

Russ Burns, Home Fuel Oil Co. of 
Ridgewood, the originator, admits 
many angles need ironing out before 
the plan could work. For instance: 

e Distributors would probably look 
for some price stability guarantee 
from suppliers. 

e What happens when a customer 
suddenly sells his house? 

Burns sees ample reason to try 
overcoming these difficulties. 

“Such a one-package plan at a set 
price,” he said, “gives a customer 
everything he wants or thinks he likes 
about gas heat, without making the 
change at a capital investment on his 
part. And it will make oil heat more 
economical than gas and at the same 
time help keep the oil market for 
the distributor.” 

On established accounts, oil men 
can use past consumption records to 
estimate the cost of each customer’s 
oil. Service and parts would be 
added on a price-per-gal. basis. The 
two would give the distributor the 
annual heating bill for that account. 
The annual cost would be final for 
each account; there would be no 
settling up after the heating period. 

New accounts could be handled 
by estimating their consumption for 
the first year, with a_ settling-up 
period. But after the first year, they 
would come under the one-price 
package plan. 

Heating costs for accounts would 
vary from year to year, depending on 
their increased or decreased oil con- 
sumption and the price of oil. 

Burns admits the plan would in- 
volve a risk for oil men. If one 
guessed wrong, he might not make 
as much profit as one who was more 
conservative in his estimates. 

But an oil man who worked the 
system right and sold it to all his 
accounts would be making a nice 
profit without too much office over- 
head. With accounts paying monthly, 
much billing and statement prepara- 
tion would be eliminated. So would 
an investment in expensive office 
bookkeeping machinery. 
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Associations 


Independent Oil Men’s Assn. of New England 





Outlook: Sunny 


OIL IMPORTS, better burners, im- 
proved burner fuels and a new way of 
siguring heating oil distributors’ profits 
add up to sunny days. 

And each topic came up for discus- 
sion at Independent Oil Men’s Assn. 
of New England’s half-day convention 
in Boston. 

It was a sort of homecoming for 
guest speaker Albert Nickerson, presi- 
dent of Socony Mobil Oil Co. and a 
native of New England. He talked 
about a subject of deep interest to 
IOMA members—oil imports. 

Limits on oil imports have about hit 
bottom, Nickerson said. “Cutting them 
further would not help domestic pro- 
ducers unless imports were virtually 
eliminated.” 

Domestic producers have been hit 
by other factors besides imports, 
Nickerson told LOMA. These include 
business slowdown, imbalance follow- 
ing the Suez crisis, completion of rail- 
roads’ swing to diesel, and crowded 
highways, which cut into the pleasure 
of driving. 

The New Englanders heard him say 
that in not too many years the U. S. 
may find itself in need of more im- 
ported oil. “Our reserves,” Nickerson 
said, “are being consumed at a rate 
four times as fast as the rate in the 
rest of the world. It doesn’t make 
sense to continue for long to produce 
one-half of the world’s oil from one- 
fifth of the world’s reserves.” 

Research Going On—A panel of 


Empire State Petroleum 





fuel oil researchers—Bill Cole ot Tex- 
aco, Bob Gilmartin of Gulf, and Dave 
Hogin of Esso Research—reported 
that suppliers are becoming enthusi- 
astic about expanding and promoting 
the acceptance of oil heat. 

Such enthusiasm, they said, is lead- 
ing suppliers into thinking more about 
quality of product; more efficient 
burners; dissemination of more tech- 
nical knowledge about burners and oil 
quality; and into educating retailers 
in the proper handling of oils, so that 
refinery qualities aren't downgraded. 

Better Way to Figure—Bill Hen- 
wood of Meenan Oil Co., Levittown, 
Pa., said LOMA members would be 
able to earn a better profit and be 
able to handle their fuel oil expansion 
more easily if they computed profits 
in a new light. 

To Henwood, figuring profit margin 
on a per-gallon basis is a hangover 
from commission-agency days. 

“The only way to do it,” he said, 
“is to figure out what percentage of 
gross margin you need to turn in a 
fair profit and then use that percent- 
age to figure out what the proper 
retail should be.” 

The system, Henwood pointed out, 
means setting one’s own tankwagon 
price regardless of what the so-called 
reference marketer charges. “But any 
company that has built a strong posi- 
tion through good service and proper 
management can do just that without 
the loss of many accounts.” 


Target: Upgrading Jobbers 


RESOLUTIONS aimed at suppliers 
failed to turn up at the annual Em- 
pire State Petroleum Assn. meeting 
in Syracuse. 

It’s not a sign that jobbers have 
nothing to complain about. “It’s just 
that we're giving suppliers a rest,” 
one jobber says. 

ESPA’s energies are being chan- 
neled in another direction: upgrading 
the jobber to make him more effi- 
cient. Item No. 1 in this approach 
is the second annual jobber manage- 
ment institute at Cornell University, 
Ithaca, July 21-24. Item No. 2 is the 
grassroots method of solving jobber 
problems by regional round-table dis- 
cussions. 

The round-table plan is only in 


the idea stage, but enough was said 
about it to whet jobber interest in 
the project. These meetings would 
allow jobbers to come together to 
exchange ideas on new and better 
ways of conducting their businesses. 

“Such meetings,” says Dick Meyer, 
ESPA president, “would make ESPA 
a more effective force, giving mem- 
bers better service.” 

Answer Cost Inquiries—Jobbers 
heard they can help themselves by 
increased response to cost-analysis 
surveys made by American Petroleum 
Institute and National Oil Jobbers 
Council. Both surveys are being re- 
vised to make the findings more 
meaningful to jobbers in their cost 

(Continued next page) 
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so that it 
slips in 
where 
others * 


won't 


} 1-1/2" fits 2” 


tank openings. 
2” fits 3” tank! 
openings. 
That's 
Unive rsal’s 
SUCTION 
STUB 
STRAINER 
Now, it’s easy 
to prevent 
damage to 
check valves, 
pumps and 
delicate me- 
ter mechan- 
isms, caused 
by loose scale 
or other for- 
eign objects 
ever-present 
in storage 
tanks. 
Specify 
Unive rsal’s 
#611 G! 
Made in just 
the right sizes 
to fit through 
any tan . 
opening, ef- 
fortlessly. Its 
cast iron gal- 
vanized body 
is regularly 
furnished with 
a sturdy 8 
mesh galva- 
nized screen. 
Can be made 
in other body 
and screen 
materials to 
suit your spe 
cial needs. 


Progress through better design 
UNIVERSAL VALVE COMPANY 


P.O. Box 444-N 
Elizabeth, N 
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Easier to operate on any job 


Bennett Big tf 


all metal 
double action 


TRANSFER PUMP 


hom 


. 
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Bennett’s Big G is built to with- 
stand rough treatment and deliver 
more gallons with less work. 


Easy, natural lever-action delivers 
a constant flow of twenty gallons a 
minute—with up to a 20-foot lift. 
Sturdy all-metal body assures long 
life. Bronze automotive-type pistons 
do away with trouble-causing ex- 
pander springs, and diaphragms and 
assure dependable service under 
severe conditions. 


Vacuum breaker permits complete 
hose draining and prevents siphon- 
ing. Never needs priming. Wide 
variety of models. 
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Associations 





(Continued from page 31) 
and margin talks with the suppliers. 

API’s survey will now break down 
figures by the size of a jobber’s 
operation. And NOJC will break 
down its figures on a regional basis 
to give proper emphasis to the higher 
cost of doing business in some areas. 
Overall figures, ESPA says, give sup- 
pliers a false picture of jobbers. 

Tax Collection Change Urged— 
With one exception, resolutions com- 
ing before the meeting covered the 
industry as a whole. 

The exception: ESPA favors House 
Resolution 2501 to bring payment of 
federal gasoline taxes down from the 
manufacturing level to the jobber 
level. The present method, ESPA 
feels, puts jobbers at a competitive 
disadvantage with suppliers, since 
many jobbers must finance such pay- 
ments before they sell the gasoline. 

ESPA members like the idea of 
setting up a fuel oil institute as the 
industry’s promotion arm for oil heat. 
It feels present promotion is “inade- 
quate and ineffective.” 


Michigan Petroleum 





Price Equalization? 


MANY MICHIGAN JOBBERS fear 
that if price wars don’t stop by next 
January, the state legislature may 
pass a statewide price equalization 
bill next year. Such a bill missed 
passing in the senate this year by a 
whisker, 15 to 13. 

The alarm was sounded by Joseph 
D. Hadley, executive secretary and 
general counsel of the Michigan Pe- 
troleum Assn., at its Detroit meeting. 

In his annual report, Hadley 
warned that the public is fed up 
with wide price gaps from area to 
area and erratic postings. People look 
on operators in price war localities 
as foolish and in higher priced areas 
as gougers, he said. 

Compounding difficulties, jobbers 
in southeastern Michigan may clamor 
for the legislation themselves if gaso- 
line prices there level off at about 
3¢ below last winter’s high—as it 
appears they might—Hadley added. 

Miles M. Mills, president of the 
National Oil Jobbers Council, painted 
what he called a somewhat gloomy 
picture of the plight of the jobber. 
He urged more individual support “to 
overcome the present serious industry 
problems and bad congressional rela- 
tions.” 


Read AHEAD OF THE NEWS 
page 101 
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DREAM PUMP FOR THE JET AGE 


fn fterceplor 


INTERCEPTOR 


MODEL 452 


with fluorescent lighting 


Refreshing as a mountain breeze, and as far ad- 
vanced in style and performance as a modern jet 
transport, the new Tokheim Interceptor pumps 
present an exciting new conception of gasoline 
dispensing equipment. Available either as complete 
pumps, or dispensing pedestals for use with Tok- 
heim remote control pumping systems, they in- 
corporate radically new ideas of size, shape, service, 
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and customer appeal. In the 452 Series, wrap-around 
Vizuramic dial glass sweeps across the full front 
of the unit, revealing jumbo porcelain dials with 
remarkable clarity day or night. Projecting marquee 
adds a distinguished style note, provides space for 
fluorescent lights, and advertising panels if desired. 
With a low silhouette—it’s only 52” high—Series 452 
introduces a new vogue in service station pumps. 





DREAM PUMP FOR THE JE 


Interceptor 


T AGE 


A Revolutionary New Island Dispenser 


INTERCEPTOR 


MODEL 448 


without dial lighting 
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With its pleasingly low contour, large open dial 
face and absence of dial lighting, Interceptor Series 
448 likewise establishes a new concept of island 
dispensers. Depending for illumination on general 
island lights, it is designed to pick up overhead 
lighting and provide a clear unobstructed view of 
the dials. Dial numerals operate behind glass-covered 
openings sealed against the elements. Both the 448 


and 452 Series pumps feature wide, stainless steel 
sides and top which enhance the beauty of theit 
modern styling and reduce painted surfaces to a 
minimum. A recessed base protects the finish. Nozzle 
boot is also recessed and is centered in the side 
panel. Mechanical improvements in the Computer, 
Meter, Pumping Unit, and elsewhere, fully measure 


up to the promise of the smart exteriors. 





“NEW INSIDE AND 








New Series 452 is only 52” Narrow housing is only 25” Vizuramic, wrap-around dial 
high, It's the lowest lighted wide and is the same for glass affords clearest view 
pump in Tokheim history. single and twin models. from any angle night or day. 
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NEW METER. The famous Tokheim 


positive piston displacement type meter 
has been improved in important details 
aimed at easier service adjustment and 
prolonged life. Stainless steel and other 
tough, new non-corrosive materials are . 

at extra cost, gives pump pleasing lines of Marquee, formed channel steel holds 
incorporated throughout the unit. dramatic top lighting. dial glass and housing. parts in perfect alignment. 


Plexiglas Marquee, available Thin waistline accents Sturdy frame of heavy, 


Retrév-A-Hose provides 13’ Sides and top of pump are Computer is of latest de- 
of usable hose. Nozzle boot polished stainless steel. sign with automatic reset 
is centered and recessed. Will never need painting. and built-in switch interlock. 


PUMPING UNIT. Rotary gear type unit 

is quiet with highest vacuum efficiency. TOKHEIM CORPORATION 

Built of finest materials in combination DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
FORT WAYNE, INDIANA 


with high-capacity Air Eliminator. Only 
two moving parts. Hydraulic By-pass and Factory Branch: 475 Ninth Street, San Francisco 3, California 
Regulating Valves require no adjusting. OKHEIM Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (International) A GS. 


Lucerne, Switzerland; GenPro Inc., Shelbyville, Indiana 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 





BEFORE FOA-2: This picture shows a typical 
instance of nozzle fouling caused by sludge. 


AFTER ADDING FOA-2: Nozzies stay clean, 
burner operation is improved; tank contents 


remain free of sediment. 


Du Pont FOA-2 solves sludge problem 
in refinery heating plant 


Maybe you or your customers have 
been forced to have fuel oil storage 
tanks cleaned to get rid of quantities 
of sludge. With proper treatment this 
sludge could have been dispersed and 
burned with the fuel. 

For instance, the heating plant of a 
midwest refinery was using residual 
fuel containing 40% BS&W, with a 
very high solids content. Time after 
time, the storage tank had to be cleaned 
out to prevent nozzles from clogging 
and burners from flaming out. 

Recently, following a clean-out, 
Du Pont’s Fuel Oil Additive No. 2 
(FOA-2) was added to the incoming 


Wm. deB. BERTOLETTE, 
the author of this ar- 
ticle, is technical service 
supervisor of the fuel 
oil group at DuPont's 
Petroleum Laboratory. 
For over 20 years he 
has been closely associ- 
ated with DuPont's pe- 
troleum additives work. 
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oil stream in an effort to disperse 
sludge residue and stabilize the fresh 
oil supply. 

The results were gratifying. After 
the additive had been used for three 
weeks, no sludge could be detected in 
the storage tank. 


Effect on the burners 


Examination showed the flame pattern 
was better, there were fewer ash de- 
posits in the furnace, and overall burn- 
er Operation was improved. (FOA-2 
itself leaves no ash at all.) 

The dispersing, stabilizing and sol- 
ubilizing qualities of FOA-2 produced 


this money-saving improvement. Per 
haps this instance suggests a way to 
improve the distillate fuel oils you sell 
or use yourself. 

We recently published a book about 
FOA-2, containing all the basic infor 
mation you need to consider the prod 
uct. It describes composition and 
properties, also use concentrations, 
handling and addition methods, per 
formance testing, and applications 
Write us for a copy, or contact your 
nearest Du Pont Petroleum Chemicals 
sales office. E. 1. DU PONT DE NEMOURS 
& Co. (INC.), Petroleum Chemicals 
Division, Wilmington 98, Delaware 


Tetraethyl- Lead 


and other 
Petroleum Additives 


O86. U. 5. pat Ore 


Better Things for Better Living 
«+. through Chemistry 





SMALL, THEY GOTTA 
SERVICE ‘EM ALL! 


NO, HE'S FINALLY 
GOING TO TAKE 
A LOOK ATA ify 
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THE BOSS BLOW 
A GASKET AGAIN ? 
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THREE OF ‘EM. 
THEN WE CAN ALL 
GET OFF OUR BACKS 
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I'M GONNA GET 
BURIED IN THIS 
PIT SOME DAY 
IT’S AS ANCIENT 


ISTS LIFT ALL CARS= 


PAST + PRESENT - FUTURE 


Car styles, car bodies and car dimensions are 
undergoing radical changes. But for the service in- 
dustry, the car handling ability and profit-producing 
value of GLOBE “Frame-Kontact” HOISTS re- 
mains unchanged, year after year. Whether it is a 


FREE! 


NEW 28-Page CATA- 
LOG gives detailed spec- 


ifications on Globe 


ran e-Kontact Hoists : 
I 1 

and all the other famous Globe Hoists for the 
i Cc 


utol otive ne ustry rite or your free cOpy 
or x to slope oist ompany, Jas ermaic 
iF Fi ( i] b > H ( K « t M >» ‘ | 


Queen Street, I hiladelphia 18, I enna. 
Lane at 


FREE WHEEL TYPE. AUTO ROLL-ON TYPE. AUTO 


new car or an old one . . . whether the frame is box, 
bowed, “X’’-type, unit or semi-unit . . . the “Frame- 
Kontact” Hoist lifts them all, and at manufacturers’ 
recommended pick-up points. Spotting is easy. Pick- 
up is positive. 

Welded, one-piece superstructure construction 
of “Frame-Kontact” Hoists allows a floor-hugging 
profile that provides adequate clearance for the low- 
est of low slung cars. Globe’s “Continental-18” 
Adapters, when needed, reach pick-up points with 
room to spare. 

“Frame-Kontact” Hoists are designed to lift 
the cars of the future, and are built to last more than 
long enough to prove it. 

And remember, all Globe Hoists will handle all 
vehicles . . . always! From the midgets in the sports 
car field to the titans of truckdom, Globe Hoists meet 
every service requirement. 


TWO POST, AUTO TWO-POST, TRUCK FOUR POST ELECTRIC, AUTO 
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THIS | GOTTA SEE... 
IF IT‘S TRUE 
IT’S FOR ME ! 








Globe’s Single-Post “Frame-Kon- 
tact” Hoists are adaptable to all main- 
tenance and service normally supplied 
by a service station. Relaxed suspen- 
sions and maximum undercar accessi- 
bility make possible quicker, better 
work on lubrications, tires, wheels, 
brakes, mufflers and suspension com- 
ponents . . . result in greater volume 
and more profit per job. 

The initial cost and installation 
a Ge Ss. any RRS aaeee “CONTINENTAL-18” ADAPTER has 18” arm . . . rotates 360 
long and trouble-free service. degrees, permitting easy spotting and providing completely flexible 

It will pay you well to investigate adjustment. Note on the chart above the maximum reach of 87” 


in length and 75” in width .. . more than enough to accommodate 
long or short wheelbases, wide or narrow treads. 














these and other outstanding advantages 
in equipping service stations and repair 
shops with versatile, 8000 Ib. capacity 
“Frame-Kontact” Hoists. Send for the 
new 28-Page Catalog described on the 
opposite page. 


THE WORLD’S MOST COMPLETE 
LINE OF AUTOMOTIVE AND 
HEAVY-DUTY TRUCK HOISTS! 
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More than 300 quarts per minute of Wolf's Head Motor Oil are filled using 20-Pocket M&S Filler. 
Another M&S§ Filler shown in background fills 5-quart containers. Installation located at Oil City, Pa. plant. 


“Standard of the Filling Industry” 


Actual comparison testing proves that M&S Positive Displacement Type 
Fillers provide the most profitable combination of the four “most wanted” 


filler features: 


1. 


High Accuracy. Exclusive pre- 
measuring principle of M&S Fil- 
lers insures consistent close-toler- 
ance filling for higher case yield 
per batch of product. 


. Low Maintenance. Rugged con- 


struction and precision engineer- 
ing of M&S Fillers assure long 
life and dependability under the 
toughest, heaviest production 
schedules. 


. High Speed Operation. The M&S 


line includes fillers in every speed 
range — equalling the speed of 
latest closing machines — with no 


MC 


FOOD MACHINERY 
AND CHEMICAL 


sacrifice in accuracy. Built to han- 
dle U.S. quarts, Imperial quarts, 
5 quart and gallon containers. 


4. Waste-Free Filling. Such FMC 


“firsts” as the precision “No can 

No fill’”’ mechanism assures pre- 
vention of product waste. Addi- 
tional features that are available 
include the combination chute- 
belt-worm timer for gentle han- 
dling of lithographed cans, 
banked can track for high-speed 
operation, and many other fea- 
tures that make M&S Fillers tops 
for fast, accurate filling. 


Putting Ideas to 


Work 


Your FMC representative 
will gladly show you which 
M&S Filler Model is best 
suited for your oil filling 
requirements. Won’t you 
call him today? Or write 
for new M&S Oil Filler 
Bulletin No. CMD-701W, 


» free on request. 


FOOD MACHINERY AND CHEMICAL CORPORATION 


Canning Machinery Division 


General Sales Offices: 


WESTERN: SAN JOSE, CALIF. « EASTERN: HOOPESTON, ILL. 
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Continental puts extra service 
Into every steel container 


» ~ 


From advanced research to faster 
delivery, Continental container service 
smooths your shipping problems 


Continental gives you the highest quality steel con- 
tainers plus the benefits of famous Continental 
service. You deal with a Continental expert who 
knows the problems of the petroleum industry. 
You order from a complete line of steel containers, 
superbly lithographed for powerful sales appeal. 
You get fast delivery of all the containers you 
need, when you need them. And if you have a 
special problem, Continental’s research and engi- 
neering services help you solve it. Let us show 
you what we mean by famous Continental service. 
Call today. 





Exclusive Perma - Lining 
enamels provide 100% 
protection for hard-to-hold 
petroleum and chemical 
products. Perma-Lined 
containers are airless hot 
sprayed after fabrication 


to prevent corrosion-caus- 
1/0) ing cracks eae assure (Cc CONTINENTAL 
100% complete interior 
® coverage. In tight or open CAN COMPANY 
head pails—with lug, ring 
seal or lever lock covers. Eastern Division: 100 E. 42nd St., New York 17 


Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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Look at the pick-up range! 


Dotted lines show area in which new, 
fast FP-11 Frame Lift pick-up pads 
can be positioned. Sliding, swiveling 
arms can be brought to within 3” of 
each other or set 71” apart horizon- 
sally. Fore-and-aft range is a big 87”. 





Compare the quality! 


Removable pick-up arms are ruggedly 
built to support the heaviest cars. 
Cushions of tough Buna compound 
grip car frame securely, prevent ac- 
cidents. Arms may be raised to verti- 
cal position for lifting light trucks 











Check the convenience! 


This new two-place wheel spotting 
dish makes positioning any car eas- 
ier and faster. Driver can spot car 
without outside help. Handy check- 
chart tells exact position for wheels 
of any make or model car. 
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HANDLES BIG AND SMALL CARS FASTER, SAFER, MORE EFFICIENTLY 


Lifting the big new cars or tricky small ones is no 
problem with this new lift by Rotary. 
The new, fast FP- 


to handle modern vehicles faster 


Eleven Frame Lift was designed 
get more service 
jobs done in less time to increase station profits. Runner 
size and spacing and other dimensions of this new lift 
have been carefully computed to meet the requirements 
of modern vehicles 

combined with Rotary’s 


This new superstructure, 


versatile rotating pick-up arms, provides greater-than- 


ever range in pick-up points to lift “X” frame, frame- 
less and other types of cars. 

New two-position wheel spotting dish makes it easier 
to spot all cars quickly. 

And with all this you get maximum undercar acces- 
more efficient lubrication, oil 


sibility for faster, easier, 


changing, tire and brake work and repair jobs 
For the finest in frame lifts, buy the new FP-11 by 
Rotary Lift Co., the originator and leading manufac- 


turer of hydraulic auto lifts. 


<——— NEW TWO-POSITION WHEEL SPOTTING DISH 


Product of ROTA®Y LIFT COMPANY 


NEW, FAST 
corey re] 


RAME LIFT 


Division of Dover Corporation 
Memphis, Tenn.—Chatham, Ontario 


"First name in oi-hydraulic auto lifts—passenger and freight eievators—industrial lifting devices. 
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FREE-WHEEL LIFTS 
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PIPELINE ON WHEELS--E. Brooke Matlack ranks as one of the nation’s top 
haulers of liquid products...has been handling hazardous loads with utmost 
safety for almost 30 years. Safety and dependability are trademarks of 
Matlack's 27-state operation...and so is the Mack Bulldog that heads up 


virtually every one of Matlack’s 850 tractor-trailer units. 


Could any other make of truck 


1956: E. Brooke Matlack adds 50 Mack Diesels 


Here’s the record of 50 Mack B-61 Diesel tractors 
that E. Brooke Matlack, Inc. added to their fleet in 
1956. . . and that paved the way for 58 more Mack 
Diesel units in 1957. 


e Units average 200,000 road miles—some over 
300,000 
No overhauls on any engine 


No engine failures to date (despite an average 
of over two pumping hours per day on most 
units) 


Average fuel consumption: 72 miles per gallon 
— constant 


All units in “like-new” condition 


Units average 200,000 miles each with no engine overhauls 


On the facing page you’ll read how the people at 
Matlack feel about the economy, dependability and 
long mileage life of Macks. But for the best slant on 
Macks you can possibly get—invite your Mack rep- 
resentative to show you the Mack for you. And call 
in your best driver and ace mechanic. Mack Trucks, 
Inc., Plainfield, New Jersey. In Canada: Mack Trucks 
of Canada, Ltd. 


MAC K 


first name for 


TRUCKS.. 








ee. an ie - see 
att Pek” he ee a tea ‘ : 
‘Long-term economy,” say the Matlack Co. "Depend- used Macks, they have measured up to our strictest 
able truck equipment is absolutely essential for our standards in every way— in dependability, in free- 


type of hauling. During the many years that we have dom from shop time, and in long-term economy.” 


"Macks maintain their quality,"’ says Shop 


me 


Superintendent Louis Knollinger. ‘We main- 


tain one of the finest preventive mainte- 
nance operations anywhere. We keep our , : 
Macks up to new quality, in fact, in fuel / ®. x | 
economy, power and efficiency. That's a i | = 
- ss ee 


pretty big order, but frankly it would be a 
lot tougher with any other make of truck | 
besides Mack.” . ‘ 


run up this record? 


"Maintain high average speeds,”’ says Earl 
Heffner, a 13-year Matlack driver. ‘Sure, 
it’s a great truck all around, but my favor- 
ite feature is the 15-speed Mack Triplex 
transmission. We vary between 60,000 
Ibs. GCW in Pennsylvania to over 100,000 
in Michigan and they're right for any load. 
Those five extra gear splits, plus Mack 
power, give us the advantage on hills and 
let us maintain higher average speeds 
between terminals.” 








/ ' Beg al 

For years NPI has served the varied needs of both the larg- 

est and smallest petroleum products marketers — consistently 

producing top-quality signs with years of trouble-free use built 

into them. In addition, the capacity to deliver on schedule, with- 

out fail, has established NPI as the most reliable supplier of il- 
luminated service station signs. 


The originators of 
Plastilux" 
Illuminated 

The services of a Signvertising® Engineer to help you mod- 
ernize your entire sign program are available with no obligation. 
Just use the coupon below. 


Signs... 


NWEON FRO YPvVvcr’s inCcoRPrKPvoRAT'E 1 
K.izma, Olhio W.S.AL. — FOREIGN AFFILIATES: 6 Tek Plastics, Ltd., Toronto, 


Canada @ Vitreous Enameling Corp., Capetown, South Africa @ Elaboracion Plexiglas Espanol, S.A, Madrid, Spain 


-x = 


We operate filling stations. Please have 
a Signvertising Engineer call. 


NAME 





TINE __ WRITE TODAY — Use this coupon to get 
the services of a Signvertising® Engineer. 
iether No obligation. 
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QUICK CLOSURE of the cover is accomplished by a single 
% in. steel swing bolt fitted with a bronze ball crank handle. 





An 18 in. 
asphal 
manho 
weighing 
only 47 Ib. 
with ring 








ry. 

jy lightweight, rugged steel, ductile iron and bronze 
asphalt manhole is a fitting companion to our indestruct- 
ible asphalt valves. In addition to being light in weight 
and without cast iron parts, this 18 in. asphalt manhole 
offers you the advantages of quick closing, positive 
sealing, and accurate seating. Its quick-acting cover 
only one °s in. steel swing bolt with bronze ball crank 
handle tightens it—is positively sealed by a )2 in. square 
Pelro asbestos gasket seating on the machined edge of the 
ring. Its hinge lugs, with stainless steel shaft, are widely 
spaced to insure accurate seating of the cover on the 
ring over many years of service. 

A POSITIVE SEAL is formed by the 


% in. square Pelro asbestos gasket 


seating on the machined edge of the asphalt cover No. \-AQ7A4. i rite for detailed information 
ring. Accurate seating is assured by 
the widely spaced hinge lugs. and prices today. 


Simplify your manhole problems by specifying our 





PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 


COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. * HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE,LOS ANGELES 11,CALIF. 
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Ready to roll at 10,650 Ibs.““wet weight”— INTERNATIONAL model 
VF-195 six-wheeler. Choice of other V-8 powered models in conven- 
tional and COE design including three-axle units for applications 
ranging up to 65,000 lbs. GCW. Other heavy-duty models to match 
your job offer six-cylinder LPG, gasoline and diesel power options. 


Short in length (only 96-in. bumper-to-back-of-cab) , low in height 
and low in price—new cab-forward six-wheel model ACF-170. Pow- 
erful economy - minded engine — gasoline or LPG —handles three- 
axle unit on any terrain. Other cab-forward models, including 
shorter 89-in. BBC units, range from 9,000 to 33,000 Ibs. GVW. 


INTERNATIONAL TRUCKS 
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Extra Payload Profit! 


Just one reason you'll find 
International Trucks cost least to own! 


Hundreds of extra payload pounds 
are yours with lightweight construction 
that makes less metal do more work 
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More usable torque and horsepower 
with True-Truck V-8 low friction design 
— short stroke plus low engine rpm. 


Easy to handle at the loading dock or 
on the highway with true geometric 
steering, cam and roller-mounted gears 


cost least to own! 
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True -Truck V-8 401, 461 and 549 cu 
in. engines. Rugged design for long life 
and money-saving maintenance 


Superior strength frames and third 
member assemblies are test- proven to 
assure lasting strength and durability. 


Rear axles and transmissions match 
engine power. You get exactly the right 
components for your load and road 


NEWS 


One quick way to cut your costs is to 
increase payloads. 

INTERNATIONAL ‘Trucks can help you 
do it. Lightweight construction is used 
wherever practical to let less metal do 
more work . . . to reduce weight and in 
crease load capacity. Add fuel-saving V-8 
power and the result is a truck that hauls 
bigger payloads to produce bigger profits. 

When you look at INTERNATIONAL pol- 
icy it’s easy to understand how you can 
get this kind of truck. From the ground 
up, INTERNATIONAL Trucks are designed, 
built and tested to do a truck job better, 
longer, at least cost. 

So do you need a new truck? Then see 
the line that has been first in heavy-duty 
sales for 26 years. See your INTERNA 
TIONAL Dealer. Let him show you why 
INTERNATIONAL Trucks cost least to own! 


Signed statements in our files, from fleet operators 
throughout the U. S., back up this statement 


INTERNATIONAL HARVESTER COMPANY. CHICAGO 
Motor Trucks « Crawler Tractors 
Construction Equipment « McCormick® 
Farm Equipment and Farrmal!® Tractors 





“Texaco helped me to get 


and to build a sound, 


Nick, his wife and the cocker spaniel enjoy life in their lovely new home. 
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real security 


successful business” 


says Nick Churchill 


“T’ll never regret the day I teamed up with Texaco,” says 
Nicholas Churchill, who operates the prosperous Willow- 
dale Service Station in Port Washington, L. I., N. Y. 


“That was 10 years ago,” he recalls. “I had a good job 
in the shipbuilding industry previously. But I wanted to 
be my own boss, where I could cash in to the greatest 
extent on my efforts. It beats working for wages —and 


you have more security because nobody can fire you. 


“T picked Texaco because Texaco quality products are 
well known and accepted in all 48 states. Also, you’ve 
got 38,000 Texaco dealers all over the country working 
with you. When their hometown customers travel, they 
like to stop at the Texaco sign for service. We get a lot of 


extra business and profits from out-of-town motorists. 


“Best of all, I like to do business with the Texaco 
people. They cooperate with the dealer 100° and help 
him to establish a profitable business. They have the 


know-how.” 


HERE IS NICK CHURCHILL at his modern 
Texaco station, which he operates in partnership with 
his brother. Nick takes an active part in community 
affairs, being a past Commander of his American 
War Veterans. He 
member of the Chamber of Commerce and the Elks 


Legion Post and Catholic is a 
Club. His hobbies include stamp collecting, photog- 


raphy and driving his new car. 


Prosperous Dealers insure Successful Distributors 


6 reasons why both prosper with Texaco 


The best petroleum products, known and accepted by car owners in all 48 states. Con- 
tinuous research and development insure that TEXACO will always have outstanding prod 
ucts. The best and biggest national advertising program... constantly selling TEXACO 
Dealers to car owners everywhere. The best point-of-sale promotion material to help 
bring customers in and bring them back! The best customer credit card — in fact, the 
only petroleum credit card honored under one sign in all 48 states...and in Canada, 
too. The best retailer policy — TEXACO doesn’t compete with its dealers... 
with them in the marketing of nationally-advertised and accepted TBA products. 


cooperates 
The 
best opportunity to cash in on “touring” business all year — because TEXACO customers 
at home like to stop at TEXACO stations when on the road. This means you have 38,000 
other TEXACO Dealers helping you. 

THE TEXAS COMPANY 


DIVISION OFFICES: Atlanta, Georgia; Boston 16, 
Massachusetts; Buffalo 9, New York; Butte, Montana; 
Chicago 4, Illinois; Dallas 2, Texas; Denver 3, Colorado; 
Houston 2, Texas; Indianapolis 1, Indiana; Los Angeles 
15, California; Minneapolis 3, Minnesota; New Orleans 16, 
Louisiana; New York 17, New York; Norfolk 2, Virginia; 
Seattle 1, Washington. 


A SOLID FUTURE is one of the advantages of being a 
Texaco Distributor or a Texaco Dealer. Proof: 683 of our 
Distributors have been with us for 20 years or more 

some as long as 45 years. 20,096 Texaco Dealers have been 
with us for 10 years or more—some more than 45 years. 
There may be an opportunity for you in the Texaco family. 
Get in touch with the Texaco Division Office nearest you. 
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EFFECT OF MANIFOLD VACUUM ON OCTANE REQUIREMENT 


1968 MODEL PASSENGER CAR 
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OCTANE REQUIREMENT-RESEARCH O.N. 








4 
WIDE-OPEN THROTTLE 


ate 








16 
25% THROTTLE 


MANIFOLD VACUUM, INCHES OF MERCURY 


This chart illustrates the importance of part-throttle octane requirements and the 
difference in the performance of primary and commercial-type reference fuels. 


Part-throttle octane requirements 
are critical in today’s cars 


Due to today’s traffic conditions, very 
little passenger car driving is done at 
wide-open throttle. Therefore, the part- 
throttle antiknock efficiency of gaso- 
line is of greater importance to refiners 
than ever before, especially as it ap- 
plies to cars of higher horsepower. 

This point, combined with the fact 
that fuels do not rate the same and are 
not always ranked in the same rela- 
tive order at wide-open throttle as un- 
der part-throttle operating conditions, 
indicates that part-throttle road octane 
ratings may well be an even more im- 
portant factor in blending the high 
octane fuels of tomorrow. 

To prevent knock 

The above chart shows the change in 
octane requirements with manifold 


WILLIAM E. MORRIS, a 
specialist in antiknock 
research, is supervisor 
of the antiknock test 
group at the DuPont 
Petroleum Laboratory. 
Before joining Du Pont, 
Mr. Morris did product 
development work for a 
major oil company. 


BY W. E. MORRIS 


vacuum for a 1958 model car. The Re- 
search octane number required to pre- 
vent knock with a typical commercial 
reference fuel exceeds the primary ref- 
erence fuel requirement by three oc- 
tane numbers at wide-open throttle 
and by 12 octane numbers at a part- 
throttle setting of 14 inches of mer- 
cury, manifold vacuum. In this car a 
typical 100 Research octane number 
commercial fuel would operate knock- 
free at wide-open throttle but would 
knock at 14 inches of mercury mani- 
fold vacuum. 
For superior performance 

Another finding of interest is that two 
gasolines with equal wide-open throt- 


tle road ratings can differ considerably 
in the performance at part-throttle. 
And studies at the Du Pont Petroleum 
Laboratory indicate that gasolines hav- 
ing low sensitivities give superior part- 
throttle performance. 

Part-throttle knocking problems can 
best be avoided by planning future 
blends and by setting present specifica- 
tions so as to give gasolines with good 
part-throttle knock resistance. 

The Du Pont Petroleum Laboratory 
today offers refiners its data on part- 
throttle octane requirements and road 
ratings and, in the future, will release 
the additional information developed 
by its continuing research. 


Tetraethyl Lead 


and other 
Petroleum Additives 


R46. u, 5. pat. Ort 


Better Things for Better Living 
+ «+ through Chemistry 
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Fourth of a series—to acquaint jobbers with the PURE franchise 


Why more and more 
jobbers are teaming up 


with PURE 


@) PURE believes in jobbers. 


Over 40 per cent of PURE bulk 
plants in 24 states are jobber 
plants. Another 40 per cent are 
distributor-operated plants. 


i Since 1950, the number of 


jobber plants selling the PURE 
brand increased over 20 per cent. 


@) PURE gasoline sales 


through all dealer stations selling 
the PURE brand have almost dou- 
bled in the past seven years. 


@) The PURE Service Manual 


and other reference material avail- 
able to jobber dealers are the most 
comprehensive in the industry. 


@) All dealers selling the PURE brand benefit from the 
prestige and acceptance created by PURE ads run 
every other week in The Saturday Evening Post. 
The slogan ‘Be sure with PURE”’ is one of the best 
known sales slogans in the industry. 


Maybe this is the kind of company you are 


looking for. If you would like more 


information, call or write: 


The Pure Oil Company, 


35 East Wacker Drive, Chicago 1, Illinois. 


It pays to be sure with PURE 
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The red cooler for Coke... 


“STOPPER” 
FOR 
THIRSTY 
MOTORISTS! 





More Customers Stop . .. Here’s one case where familiarity 
breeds content. More motorists stop where they see the familiar red 
cooler because more motorists prefer Coca-Cola. Actually, Americans 
drink more Coke than all other national brand soft drinks combined! 


More Customers Spend More! 

® 8 out of 10 who stop for Coke get out of the car... get closer to your 
station’s “big buying area!” 

® they stay longer ...spend twice as much! Get-outs buy 92% of your 
high-profit TBA items! 
they give you lots of above-average profits on Coca-Cola... in unit 


sales Coke is second only to gasoline! SIGN OF GOOD TASTE 
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Now, More Than Ever, You Can’t Buy a Tire that Costs Less Per Mile Than Firestone! 


Firestone scientists and engineers took a long step into the 
future to develop Firestone Rubber-X. It’s a brand-new kind 
of rubber . . . and it’s going to revise all of your present ideas 
about truck tire wear and performance. 

Exhaustive tire tests proved conclusively that truck tires 
made with Firestone Rubber-X resist the abrasion and wear 
that shorten the life of ordinary tires. On drive wheels or 


free-rolling wheels truck tires built with Firestone Rubber-X 
will give you the lowest possible cost per mile. Try them on 
your toughest wheel position. 

Buy tubed or tubeless truck tires with Firestone Rubber-X in 
any cord... Firestone S/F (Shock-Fortified) nylon or rayon 
or STEELCORD® by Firestone. Firestone Rubber-X is yours 
at no extra cost. See your Firestone Dealer or Store now 


BETTER RUBBER FROM START TO FINISH 


Copyright 1958, The Firestone Tire & Rubber Company 


TRANSPORT” SUPER ALL TRACTION 
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The big switch is on... 


to HEIL 


transports 


The trend to aluminum continues... 
but the big swing is to Heil aluminum. 

This year, Heil will build more alu- 
minum transports than any year in its 
history ... and Heil has built thou- 
sands in the past 30 years. In fact, 
Heil has many ‘“‘firsts” in aluminum to 
its credit. For example, Heil was the 
first to use automatic welding on alu- 
minum back in 1939. 

Today, haulers know Heil for proved 
performance. They know that Heil de- 
sign keeps the center of gravity low— 
for less tire wear, better roadability 
and elimination of loading rack prob- 
lems. Heil recognizes that aluminum 


neu) THE EHE 


SMel-weal-).arel-)-tlelal-mr- la -mrete]aallale inem 


requires special manufacturing tech- 
niques and has designed exclusive fit- 
up and assembly fixtures. Heil uses 
special tools for die-forming and flang- 
ing its exclusive aluminum triple-dished 
heads. This eliminates irregularity of 
head size and poor fit-up. 

Why take chances when you switch 
to aluminum—you can be sure there’s 
no guesswork in Heil design and man- 
ufacture. When you consider your next 
aluminum tanks, remember there’s a 
Heil aluminum tank to fit your needs. 
And Heil has completed new manu- 
facturing expansion plans to offer you 
better deliveries than ever. 


IL co. 





Milwaukee 1, Wisconsin 
Factories: Milwaukee, Wis.; Hillside, N. J.; Lancaster, Pa. 


NATIONAL PETROLEUM NEWS °¢ June, 1958 





"a ” MM, This Heil aluminum transport, owned by the Pure Oil Co., 
H 2 | ( Chicago, has a capacity of 7760-gal. skin-full. 
rrr igelssmn ° ‘>< One of twelve aluminum units owned by Schwerman Truck- 
ing Co., Milwaukee—capacity 9,063 gal. skin-full. 


Other popular Heil models for liquid hauling... 


External ring, clean bore, insulated and non-insulated tanks 
for a wide variety of chemicals and liquid foods in aluminum, 


stainless or high-tensile steel, and FRIGID-LITE* plastic. 


*Registered 
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Its a 
Bumper-to-Bumper Crop 


The traffic turnout at Ed Avitable and Bill Kershaw’s Shell pumps 
beats the most optimistic predictions 


“We estimate at least 18,000 gallons of gasoline a month.” 


That’s what Shell predicted back in December 1956 for the 
new Shell station in Branford, Connecticut. The prediction 
was based on population growth, traffic counts, location, etc. 

But one thing was missing from the estimate—or rather 
two—Ed (Slim) Avitable and Bill Kershaw. These two 
crackerjack salesmen with 18 years of service station experi- 
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ence between them set out to beat the estimate . . . by cashing in 
on the very same advice and ‘“‘know-how”’ Shell offered them. 


For example, at the suggestion of the Shell salesman, Bill 
and Slim sent out “Opening Day” announcements and appli- 
cations for Shell credit cards. Result? 95 ready customers 
before the station doors even opened. 


After one month in business, Slim and Bill had pumped 
23,000 gallons. Within 6 months, monthly gallonage went up to 
46,000. Their motor oil percentage was a profitable 1.31%. 
TBA sales were a whopping $1,000 per month. 


How come the continuing success? Well, Slim puts it this 
way. ‘““‘We knew we'd bring ’em in if we gave service like 
they’d never seen before in Branford.’’ Every one of the cars 
that pulls into Branford Shell gets the oil, battery and radia- 
tor checked—and leaves with a clean windshield. 


And the exclusive Shellubrication follow-up system makes 
it easy for Slim and Bill to give each customer individual 
attention—with a monthly “Time to Lubricate’’ reminder. 
It’s paid off all right. To the tune of 400 regular Shellubrica- 
tion customers a month. 


Meanwhile behind the scenes, Slim and Bill keep posted on 
special promotion ideas and the latest service station tech- 
niques— taken from regular Shellubrication Bulletins and Shell 
Progress—the dealer’s magazine that’s loaded with timely 
merchandising tips. 

Slim and Bill decided early in their partnership that the 
Shell Advanced Retail Training Center program was a must. 
Now, all the members of the crew are graduates and fre- 
quently go back for brush-up courses. 

Slim and Bill are naturals for the service station business, 
a winning combination as partners. But both of them will tell 
you— it took Shell products and Shell training to harvest that 
bumper-to-bumper crop. 


hm ’ GZ 
Bill Kershaw prepares to send out ‘“Time 
to Lubricate’? reminders to Shellubri- 
cation customers 


i eS 
‘ a iy / “ 


Sed 


Ed (Slim) Avitable shows a customer 
how Shell’s Free Touring Service en 
ables every motorist to get the most out 


of vacations, 


Slim and Bill take pride in their sta 
tion’s appearance. Here, Bill Kershaw 


“cleans house.”’ 


It pays to be a Shell Dealer 


—and your nearest Shell office will be glad to tell you why. 
Ask for the District Manager. 
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Report No. 2 on trends in service station lighting 





New pump island light draws 


business off main street 


Bright, wide-coverage Revere Chevron-Lites do a powerful job 
of attracting business from the nearby major intersection and 
drawing it to the side-street location of Ferino’s Service Station 
and Car Wash in Chicago. The advanced design of the lighting 
installation has high attention-getting value — and it does an 
extremely effective job of lighting up the pump island and 
service area. 


Superior lighting enables this station to compete effectively 
with service stations on the main streets. The Ferino station 
combines fluorescent island lighters with incandescent flood- 
lights to give an overall effect of cleanliness and efficiency — 
a direct invitation to the passing motorist. 


Revere multiple fluorescent luminaires are upswept 15° for 
broad coverage. A 6-foot extension enables three Revere in- 
candescent floodlights to be mounted on each island lighter . . . 
floods cast smooth, bright light on approaches, driveways and 
the station perimeter. A triple floodlight installation on the 
corner supplies more light for approaches. Send for your copy 
of Revere’s outdoor lighting equipment catalog. 


A well-lit station is a 


a 


1. One Revere No. 9114-8 Chevron Island Lighter mounted 
on each pump island. Luminaires are upswept 15° and 
have 15° lateral tilt. Luminaires are designed for maximum 
efficiency using high output fluorescent lamps. A special 
14-foot tapered octagonal pole with special brackets sup 
ports luminaires. Poles have two knockouts for air and 
water outlets. Square poles are also available. 


2. Three Revere No. 4213-P 1500-watt floodlights on No 
217-PA bracket are mounted on top of each pole. Extension 
screws into octagon pole for 20-foot mounting height. 


3. Revere No. 199-G-20 hinged pole mounts three addi- 
tional No. 4213-P floodlights at corner. Hinged pole enables 
quick, easy cleaning and relamping of floodlights. These 
floodlights are concentrated on driveways and approaches. 


busy station 


OUTDOOR LIGHTING 


Revere Electric Mtg. Co. « 7420 Lehigh Avenue + Chicago 31, Illinois 


Available in Canada thru Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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BUSINESS IS GOOD” 
T DX SUNRAY / 





from D)-X SUNRA 
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Modern and progressive, D-X Sunray 
makes opportunities instead of waiting for them. 


One such opportunity is D-X Boron 
Lubricating Motor Fuel — the premium gasoline 
that harnesses the power of the missile and jet 
fuel element, boron. D-X Boron has rocketed 
D-X Sunray’s premium and regular sales to 
new all-time highs. 


D-X Boron has given D-X dealers and 
jobbers the kind of sales tool that can ring 
your cash register, too —a genuine product 
difference. 


And we are supporting it with the most 
interesting advertising and sales promotion 
campaign in D-X Sunray’s fast-moving history. 


May we show you the kind of opportunity 
D-X Boron opens to you? Write us now. 


D-X SUNRAY OIL COMPANY (Subsidiary) 
Sunray Mid-Continent Oil Company 


Mr. N. B. Ingram 
General Manager, Retail Sales, Dept. 77 
Box 381, Tulsa, Oklahoma 


1 would like to know what D-X Boron can do 
for my gallonage. 


Name 


Address 

















Dependable Rotocycle meters fitted 
with Rockwell automatic quantity con- 
trol valves in use in Texas terminal. 


AUTOMATIC SHUT-OFF STOPS LOSSES, SAVES TIME 
WHEN TOPPING OFF LOADS 


With a Rotocycle metered loading terminal 
such as pictured, you gain the ultimate in 
safe, efficient operation. The quantity to be 
loaded into each truck compartment is pre- 
selected on the meter. 


When this quantity has been measured 


the meter shuts off without hydraulic shock. 
With this method of handling lading you 
gain the advantage of a tapered flow for 
topping-off loads. And you get one man 
operation that’s positive and accurate even 
where the register is not visible. 


ROTOCYCLE METERS 


another fine product by © 


ROCKWELL 
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NO HYDRAULIC SHOCKS 


WHEN YOU LOAD AUTOMATICALLY THROUGH 


ROCKWELL {UJ/0CVC/E METERS 


WITH MULTI-STAGE QUANTITY CONTROL 


This efficient Rockwell meter-control system 
saves time, money and effort when loading 
tank trucks and tank cars. It offers a shock- 
proof way to automatically shut-off flow 
after a pre-selected quantity has been loaded. 
The operator only needs to set this quantity 
on a small counter underneath the printing 
head. As flow progresses this counter counts 
down until, as it approaches zero, the auto- 
matic valve closes in three, smooth successive 
stages. Thus there is no destructive water 
hammer or hydraulic shock. 

Rockwell Rotocycle meters with Quantity 
Control Valves are available in sizes from 
2-in. through 6-in. with a capacity range of 
from 20 to 1000 gpm. Steel cases can be 
furnished for refineries. Write for bulletin 
OG-454, Rockwell Manufacturing Company, 
Pittsburgh 8, Pa. 








HOW ROCKWELL MULTI-STAGE QUANTITY CONTROL WORKS 





Operotor prepares to reset register on o Model 
600 Rotocycle meter and open automatic valve 
following delivery of 3500 gallon load to 
tank truck. 
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iT DOESN’T SHOW HERE, BUT... 


A Lot of Science 
































In this business of providing the motoring 
public with the best possible motoring 
fuels we recognize that there is no sub- 
stitute for strong, creative selling, both at 
the wholesale and the gas station levels. 

To implement this selling, it is equally 
important that the manufacturing end of 
this industry produce a product that meets 
the exacting demands of today’s powerful 
automotive engines. Thousands of skilled 
scientists and researchers are at work 
throughout the petroleum industry to 
provide these super motor fuels. 


~Went Into This Sale! 


The research and engineering staffs here 
at Universal are part of this team of men 
of science. Through some forty years they 
have pioneered in the development of fun- 
damental petroleum refining processes, 
making them available to refiners large 
and small, everywhere. 

Their contributions have been an ime 
portant factor in your ability to offer your 
customers better products from petroleum 
at the lowest possible cost. Yes, there’s 
a lot of science wrapped up in every sale 
you make. 


an 


UOP has prepared an interesting booklet on ““How Men of Science R fi { 
Help You Sell’’, We'll be glad to send you a copy on request. 


UNIVERSAL OIL PRODUCTS COMPANY 


® 30 ALGONQUIN ROAD, DES PLAINES, ILLINOIS, U.S. A. 
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BUCKEYE “SAFETY-FI 


FROM HERE 


TO HERE 


“SAFETY-FILL” SERVICES WHILE THE ATTENDANT DOES THE SELLING! 


And how! Buckeye’s new 820U Safety-Fill nozzle, with Red Guard protector, 
stops costly spills and overflows. The protective Red Guard saves car 
finishes and customers’tempers, but best of all, it’s the most important 
merchandising aid ever! Each Safety-Fill is like adding one man to a 
five man crew. Built-in hold-open notches make the 820U Safety-Fill nozzle 
fully automatic. It’s easier and safer, too. Buckeye’s hold-open 
mechanism is self-contained, eliminating spring loaded accessories, and protruding 
locking parts. Lever can be opened and engaged with one hand. But 
safety doesn’t end there. Look at this: (1) If a car should pull away 
with Safety-Fill still in the fill pipe, the new exclusive metal pull-out tube 
pulls away from the main body of the valve, preventing damage to car and 
pump. (2) The nozzle automatically trips, when it hits the ground, shutting 
off the flow of gasoline. (3) Safety-Fill with hold-open design, has 
been tested and approved by Underwriters’ Laboratories. Write for details today. 


Buckeye 


""SAFETY-FILL’’ NOZZLES 


BUCKEYE IRON & BRASS WORKS 


f No. 820U (illustrated) furnished with 
P.O. Box 883, Dayton, Ohio j metal tube, tube anchor spring, plastic 
scuff guard, and built-in hold-open 
notches. The 820U is also available 
with rubber tube. 
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Let 


Send for the 
CROUSE-HINDS line 
“Hazard Finder” 


The more than 


technicians thoroughly 
National 


Crouse-Hinds equipment and technical 


dust-tight electrical equipment. There are 


ardous area and condition 


Ny 


Stop explosions before they blow 


issistance he Ip 


you to prevent ¢ lectrically ignited « xplosions 


15,000 Condulet items in the Crouse-Hinds 


include the world’s widest selection of « <plosion prool 


ondulet 


devices for every circuitry requirement and for every haz 


All backed by engineers and 
Article 500 of the 
application to specific 


familiar with 
Electrical Code and_ its 


situations 


For 


a quick, 
plant, send for the Hazard Finder 


general survey of probable dangers in vour 


For technical discussion 
1] 


of specific areas and hazards, write for Crouse-Hinds bulle- 


tins which apply. 


@ Or for personal 
offices listed below to send a Field 


@ The Hazard Finder will enable you to make a quick 
survey of the hidden probabilities of electrically- 
ignited explosions in your plant. 


CROUSE@ HINDS 


MAIN OFFICE AND FACTORY: SYRACUSE, NEW YORK 


@ CONDULET” ELECTRICAL EQUIPMENT (Explosion-Proof and Conventional) © FLOODLIGHTING 
@ TRAFFIC CONTROL SYSTEMS @ AIRPORT LIGHTING and WEATHER MEASURING EQUIPMENT 


These products are sold et —- tecteiont distributors. For application engineering help contact one 

of the following offices: B R je } | 
. Detroit H t I ty : 

Resident Representatives 


Va 


issistance, ask any of the 


Engine cr. 


ei eee eh ee! 
FREE 
CROUSE-HINDS CO. 


Syracuse 1, N. Y. 


| want to check my plant. Send me your Hazard 


Finder 
Name 
Company 
Address 


City 





SCOTTY, Whiteway’s amazing new 
ECONOMY Power Groove Area Illumi- 
nator, offers you more per dollar than 
any other similar type unit on the 
market! 


Even though its low price places it 
within the reach of the most modest 
lighting budget, it is quality thruout... 
undisputed WHITEWAY quality .. . 
handsome to look at and ruggedly built 
of aluminum to last and last and last! 


SCOTTIE, supplied with or without 
hinged plastic doors, is 6-feet long; 
16%,” wide, and is supplied with easily 
adjusted TERNALLOY mounting 
bracket calibrated for pre-determined 
setting. Two F72PG17/CW lamps and 
isolated ballast are located for maxi- 
mum light output, scientific cooling and 
lemgest life. Total weight is only 69-lbs. 
with doors — 60-lbs. without. 

Check SCOTTY’S many features at 
right that outmode incandescent area 
illumination forever! Then write for 
complete details and AMAZINGLY 
LOW budget prices! 





. 


DEDICATED TO QUALITY AND SERVICE 


MANUFACTURING COMPANY 
1736 Dreman Ave., Cincinnati 23, Ohio 





A VUR-RRR-A 
EXCEPTIONAL 


Pat JIN 


— 


NS 


AT THESE 
FEATURES! 


i3 


By 


.100” THICK CLEAR PLASTIC DOOR LOCKED IN 
HEAVY HINGED EXTRUDED ALUMINUM FRAME FOR 
EASIEST INSTALLATION AND SERVICING! 


QUALITY “‘LIFETIME’’ ALL-ALUMINUM 
CONSTRUCTION. 


SPECIAL REFLECTING ENAMEL INTERIOR — MORE 
LIGHT PER WATT. 


HANDSOME SYMMETRICAL DESIGN. 


STRONG CAST ALUMINUM END PLATES PROTECT 
AGAINST HIGH WIND DAMAGE. 


SUPER-STRENGTH TERNALLOY MOUNTING BRACKET 
CALIBRATED FOR ANY ANGLE SETTING. 


TWO 1.” TAPPED HOLES PROVIDED FOR SPOTS 
IF WANTED. 


BALLAST SCIENTIFICALLY POSITIONED FOR 
GREATEST HEAT DISSIPATION — LONGEST LIFE! 


Write NOW for Details and Prices 


PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 
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FOR EXTRA EFFICIENCY AND SPEED 


... the new 





Leo” LIFT 


specially designed 


to handle Le 


ALL <@s 
longer, lower 
"58 models 


Gilbarco’s new frame contact lift is built to handle every type of light 
vehicle — including the new ‘58 cars, foreign cars and light trucks. This new 
lift features a heavily reinforced superstructure yet has a low silhouette 
(only 2” above floor level). Four newly designed swiveling adapters are 
supplied with every lift. These adapters, which are now longer and 


easier to use, fit the new model and all previous Gilbarco frames. 


A complete line: Gilbarco also manufactures outstanding 
roll-on and free-wheel lifts. 


J 
wee i} 


AIR COMPRESSORS 


Gilbarco air compressors are able 


to deliver more air for less money Hil accurate on the market. They are 
because they run smoother, last : Ars available with the exclusive ‘Pressure 
longer. Available in horizontal % , Guide” which tells at a glance the 
and vertical models; single and ae was correct pressure of dil popular tire 
two-stage; 3 to 10 horsepower. & ’ sizes. These meters are precision built 


for long life; for wall or post mounting 


Gilbarco air meters are the most 








a 
M 


ee 
e 





gle 
ye) 


pehyh Sd, 
a ey ee: 


AIR METERS 








Look to Gilbarco for the best in service station equipment. Write today for complete 
information. Gilbert & Barker Mfg. Co., West Springfield, Mass., Toronto, Canada. 
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And it’s bald before its time! 


Now he wishes you’d sold him 


SUPER RAYON CORD TIRES 


—next time he’ll want the premium strength 


plus quiet ride of Super Rayon! 


Today’s new Super Rayon 


cord is 50% stronger than 
rayon used to be. It’s far 
stronger than a tire cord ever 
has to be— pound for pound, 


it’s strong as steel! 


+ quiet ride 
Scientific testing by Good- 
friend Associates—top acous- 
tical authority—shows that 
Super Rayon cord tires are 
10 to 33% quieter than tires 
made with other cord. 


Keep your eye on national advertising telling 


and selling your customers . . 


. of today’s new 


Super Rayon’s premium performance. 


+ safety 


Drivers at Motor Vehicle Re- 


search, testing both cords, 
smashed into granite blocks 
at 60 mph; dented rims—but 
didn’t hurt their tires. Rayon 
safety proved! 


+ wear 


Rayon has greater stability, 
puts less strain on rubber. 
Result: carefully controlled 
driving tests show treads of 
Super Rayon cord tires wear- 
ing 14 to 26% longer. 


TIRE RAYON 


AMERICAN VISCOSE CORPORATION 
350 Fifth Avenue, New York 1, N. Y. 
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SAFE ROUTING FOR 
DANGEROUS CARGOES 


Get the right equipment to meet the problems in safely han- 
dling your petroleum and chemical products without the tie up 
of capital or extensive training programs. 

Matlack’s fleet of 850 specialized units include steel pres- 
sure tanks for propane .. . special lined tanks for acids... 
aluminum for high octane gasoline . . . insulated stainless steel 
for chemicals. 

You can always count on Matlack’s pick-up and delivery 
schedule. Complete preventive maintenance . . . daily inspec- 
tions . . . weekly stem-to-stern check-ups at 26 Matlack ter- 
minals keep transports rolling safely and on time. 

From loading to unloading your hazardous car- 
goes are “babied.” Matlack drivers are carefully 
trained . . . Matlack transports are completely 
fitted with special equipment to handle the prod- 
uct hauled. They are your guarantee against 
loss of product, accident or property damage. 

Winnes Next time ship via Matlack ... cut costs. . 
Safe Driving assure safety...speed the load. Remember when 
Award 1957 you ship via Matlack it’s always on schedule. 








ROAD TESTED UNDER LOAD in Shop on GIANT LIFTS pick up tractor and loaded trailer 
Dynamometer to simulate loaded transport. to permit servicing and inspection at any time 


‘He 2 42s Ga . € 


1 


safety habits and performance of transports. 


SAFETY PATROL CARS continually check on driver A LI | 


E. BROOKE MATLACK, Inc., 33rd & Arch Sts., Philadelphia 4, Pa. 
Baltimore, Md. Detroit, Mich. Pittsburgh, Pa. Richmond, Va. 
Findlay, Ohio Toledo, Ohio Woodbridge, N. J. Canton, Ohio 
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DO TUBE / TUBELESS TIRE REPAIR JOBS BETTER 
AND FASTER WITH SCHRADER 








, 


You carry the best tire brand... 


SHOW THE SCHRADER PRODUCTS THAT HELP KEEP TIRES SAFE 


Let people know you carry the best of everything. Display your fine tires with the 
genuine Schrader Products that keep them dependable on the road. Show the 
Caps and Cores that seal air in... the Gauges that tell when the pressure’s down. 
This is a profitable PLUS. Order these handy sales-packs from your supplier. 


4000 MB—SCHRADER VALVE CORES with 
the spring-at-the-bottom for outstand- 
ing performance. Standard around the 


880 MB or 7960—SCHRADER 
VALVE CAPS with the doubly rein- 
forced seal. Keep out dirt and 
dust, keep air in. 


5050A or 7750T—SCHRADER TIRE 
GAUGES for your customers to read . 
: Schrader 
tire pressures accurately. Tells them ei 

when to come in to you for air service. THRE PRESSURE 


s 
bAUGE /* & 


SSSSSSSSOSSSSSSSSSSSESSSESCESEE 
@eeeeeeeeeceeeeeeeseeeeeeeeeeee 


A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Company, Incorporated 


FIRST NAME IN TIRE VALVES 


FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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BRu 


SINCE 1906 


Poiicvie operation of automotive 
service departments is highly depend- 
ent on dependable compressed air 
supply. 

The Brunner “Air Specialist’’ can 
engineer just the right size compressor 
for efficiency and economy in your 
garage, repair shop or service station 
(as he did at Dan Ridge Chevrolet). 

Brunner Automotive Air Compres- 
sors feature “slow speed” design for 
less wear of moving parts and longer 
life. Wide H.P. range from 4 through 
50 to meet all requirements. Horizontal 


DAN RIDGE 


or remote tank models for “‘start-stop”’ 
or continuous operation. 

Yes, it'll pay you to call in the Brunner 
“Air Specialist” for a look! Chances are 
you have added a lot of air jobs since 
you put in your air compressor. And 
chances are the Brunner Man can be 
mighty helpful in making suggestions to 
improve your compressed air setup. No 
obligation, of course! 

There’s a Brunner “‘Air Specialist” 
near you. Write for his name. 


, ‘ 
TWO 15 H.P. BRUNNER AIR COMPRESSORS PROVIDE DEPENDABLE AIR 
SUPPLY FOR DAN RIDGE CHEVROLET'S BUSY SERVICE DEPARTMENT 


REMEMBER, /F YOU USE AIR, 
YOU'LL DO BETTER WITH BRUNNER 


hs ah: 
gg 


4 
a 
4 
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BRUNNER DIVISION 
DUNHAM-BUSH, INC. 

AIR CONDITIONING + REFRIGERATION + HEATING + HEAT TRANSFER 

UTICA, NEW YORK tes nom munca sew roan 
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Hypoid Gears 
30% More Torque 
Than Spiral Bevels! 








Note size comparison of the 
spiral bevel pinion (above) and 
the hypoid pinion (below). Be- 
cause the hypoid pinion is much 
larger in diameter, the pinion 
teeth are much stronger than 
spiral bevel pinion teeth of the 
same ratio. 


Hypoid Gear and Pinion. Note 
the hypoid pinion is offset from 
the center line of the ring gear. 
With spiral bevels the pinion is 
located on the center line of the 
gear. 


. SSE MAAY eee Spat one 
aT 
ws Af: j ti 


Products of ROCKWELL- 





Capacity 


Timken-Detroit pioneered and 


developed hypoid gears for trucks of every 


type and capacity...and today is the 
acknowledged leader in the field! 


The trend of the trucking industry today is to 
hypoid gears, because their torque capacity is 
30% greater than that of spiral bevel sets of 
the same ring gear diameter and ratio! The 
result is lower maintenance costs, greater de- 
pendability, and lower-cost operation. And, 
since hypoid gears do every driving axle job 
better ... from the smallest single reduction 
axles to the largest double reductions... more 


and more operators specify them every day. 


Hypoid gearing is another plus feature found 
in all Timken-Detroit Letter Series Single and 
Tandem Driving Axles! 


cS, S7O 
Fp LILY FLY ra VY, LUD LD 
INE 


TRUCK L 
INC 


Johnson Motor Lines, tr 
i 


SPECTOR & MID-STATES 


Plants at: Detroit, Michigan 
Oshkosh, Wisconsin * Kenton and Newark, Ohio 
New Castle, Pennsylvania 


TIMKEN 
AXLES 


ROCKWELL-STANDARD CORPORATION 
TRANSMISSION AND AXLE DIVISION 
DETROIT 32, MICHIGAN 


WORLD’S LARGEST MANUFACTURER OF AXLES FOR TRUCKS, BUSES AND TRAILERS 


STANDARD Corporation 





DYE CONCENTRATES‘ 
by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


FOR CLEANER, EASIER COLORING OF PETROLEUM PRODUCTS; ELIMI- 
NATES PRE-DISSOLVING, DUSTING, OPERATOR EXPOSURE @ LESS SKILL 
AND EQUIPMENT REQUIRED: INTRODUCED DIRECTLY INTO THE FIN- 
ISHED PRODUCT ® THE ANSWER TO BULK, TANK TRUCK, TANK CAR, 
BARGE, TERMINAL AND PIPELINE COLORING ® CAN BE USED WITH 
DRY DYE EDUCTOR EQUIPMENT ¢ THE USE OF DYE CONCENTRATE IN- 
VOLVES NO ADDITIONAL COST COMPARED TO ORDINARY DRY DYES. 


FOR USE IN 


Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Also Available in Dry Dye Form. 


Dye concentrates Le) CALL US COLLECT 


can be prepared 


to customer ge fs ; FOR FAST 
specifications. agg = ACTION 


Samples and 4 7’ ql Ss PHONE 


description o i 4 | v Mulberry 
MANUFACTURERS OF DYES AND CHEMICALS 4-1726-7 


t. 
upon reques FOR THE PETROLEUM INDUSTRY 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 


*Patent Pending 


PATENT CHEMICALS INC. 


Manufacturing Division: 335 McLean Blvd., Paterson 4, New Jersey 


PATENT FUELS & COLOR CORP. 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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Cities Service uses MARLOW PUMPS 


at new Fort Wayne bulk plant 


High capacity and 
long service life big factors... 


When Cities Service built their Fort Wayne, Indiana, bulk 
plant in April, 1956, they installed four, 3-inch, Marlow 
self-priming centrifugal pumps. These units, selected 
because of their ability to pump high capacities over an 
exceptionally long service life, serve five, 20,000-gallon 
above-ground storage tanks plus the plant’s loading racks. 
The pumps are handling ‘‘Milemaster Gasolene,” “Super 
5D Gasolene,” #1 and #2 fuel oil. 


Because these Marlows prime themselves automatically, 
they can be used for both loading and unloading. Loading 
is handled at capacities of 150 to 160 G.P.M. Capacities 
vary from 170 G.P.M. to 130 G.P.M. when unloading 
transports, depending on the height of the product in the 
above-ground tank. These pumps, with their vapor han- 
dling qualities, can strip transports completely. 


Marlow builds a complete line of self-priming centrifu- 
gal pumps for bulk plants, retail delivery trucks and trans- 
ports, making them a leading choice of both majors and 
independents alike. 


For complete information on this great line of pumps, 
write for Bulletin PM-06 and the name of your Marlow 
dealer today! 
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Four Marlow Model 32 HELP-9 Self-Priming Centrif 
ugal Pumps are used for unloading transports and 
erving the loading racks at the new bulk plant of Citie 


Service Oil Co. at Fort Wayne, Indiana. 


DIVISION OF 


BELL & GOSSETT CO. 


Midland Park, New Jersey 


Longview, Texas @ Morton Grove, Illinois 





Fa 


i 
| 
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Build like this...anywhere, anytime at 


modest cost...without delay or red-tape 


Many companies have found a simple way to eliminate the 
costly, time-consuming work required to plan and build the 
facilities they needed in different parts of the country to 
serve the rapidly expanding oil industry. 

First, they standardized building design with Butler build- 
ing components. Then, they turned construction over to the 
nationwide network of Butler Builders. 

By utilizing the Butler Building System they were able to 
enjoy the many advantages this method of construction of- 
fers over traditional building methods. Economically mass- 
produced, pre-engineered Butler components eliminated 
routine engineering, time spent checking specifications 
against local building codes, costly custom-fabrication. 

The Butler Builders’ trained erection crews, working with 
precision-made, pre-punched, die-formed components were 
able to erect and finish building weeks—even months—sooner 

Spacious column-free interiors have superior ventilation, il- than traditional building methods would have permitted. 
lumination and temperature control characteristics. These Get the full story on how the Butler Building System and the Butler 
are just a few of the other advantages the Butler Building Builder organization can help you solve construction program prob- 
System offers. Note convenient mezzanine over offices. lems. Your Butler Builder is listed in the Yellow Pages of your phone 
book under “Buildings” or ‘Steel Buildings.’’ Or write direct. 


BUTLER MANUFACTURING COMPANY 


Neg, prove” 7454 East 13th Street, Kansas City 26, Missouri 


Manufacturers of Metal Buildings 7 Equipment for Farming, Dry Cleaning, Oil Production and Transportation, Outdoor Advertising e Custom Fabrication 
Sales offices in Los Angeles and Richmond, Calif. * Houston, Tex. * Birmingham, Ala. * Atlanta, Ga. « Kansas City, Mo. * Minneapolis, Minn. ¢ Chicago, Ill. * Detroit, Mich. 
Cleveland, Ohio * Pittsburgh, Pa. * New York City and Syracuse, N.Y. * Boston, Mass. * Washington, D.C. * Burlington, Ontario, Canada 
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SMITHway 
dispensers 


RK ; ‘ 7 oad A. O. Smith products, including dispen- 
rom the highway, Smithway Dispensers sers, are regularly advertised in leading 
n . : vauarea : : . national publications such as Saturday 
trim and attractive appearance beckons the eye, Seiakan Pik; Yc: Wsceaedk ead 
invites the motorist to come in and buy. seein 


A product of A. O. Smith — famous all over ES 


the world for superb engineering and quality 


construction — inspires the kind of confidence A 0. S mith 
that makes for more regular customers — 
ie C = 2 ee 
more sales and profits. See 


; , METER, SERVICE STATION PUMP, DIVISIONS 
your representative or write for details. 


Factories: 5715 Smithway St., Los Angeles 22, Calif.; P. 0 
Box 500, Succasunna, N. J. Offices: Atlanta 5, Ga.; Chicago 
4, \ll.; Houston 20, Texas; Los Angeles 22, Calif.; New York 
17, N. Y. Canada: Toronto 12, Vancouver 1; A. 0. Smith 
International S. A., Milwaukee 1, Wisconsin, U. S. A 
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Photo taken through PANORAMIC door in one service station also shows exterior view of PANORAMIC door in station door across the street 


Never needs painting. . . Better 
visibility... Lighter yet stronger 


ALUMINUM DOOR 


80 


This is 62g news for chain owners and independents alike! The 
new Panoramic Aluminum Door built by OverHEAD Door 
CorPORATION is practically maintenance-free! The gleaming 
anodized finish is a durable finish —inside and out—requires 
no further protection or painting after the door is installed. 
Proper washing keeps the Panoramic Door in top condition. 
And nothing can match in beauty the satiny surface of modern 
aluminum! But lower maintenance cost is only one of the 
many advantages of the Panoramic service station door. Read 
about the other features, at right. And remember: You get 
immediate service—anywhere, anytime—through your nearby 
distributor of The “OverRHEAD Door’’! 
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First Cost is your 
Last Cost... .with 


y 


look at these sensational new features! 


GREATER VISION! End stiles ,top and bot- 
tom rails and intermediate rails are an over- 
all 2” wide for maximum visibility, day or 
night. ‘The Panoramic brings the outdoors 
indoors and permits ultra-modern service 
station design. 


NO UGLY WELDS! Using the key-and-key- 
way principle of construction, the Pano- 
ramic is assembled completely without 
welding. Stiles and rails are joined by con- 
cealed self-tapping screws. Any single stile 
or rail is replaceable. 


NEW LOW PRICE! [The Panoramic Door 
(heaviest aluminum door on the market 
today), with all its labor-saving features, 
costs /ess than most other aluminum doors 


. only 25% more than a wood door of 


comparable size. 


COMPLETELY WEATHERTIGHT! [racks 
and end hinges use famous Miracle Wedge * 
construction. Formed rubber weatherstrip, 
easily adjustable, is attached to bottom rail 
without nails or lop rail has ad- 
justable metal sealing strip. 


screws 


BUILT-IN STRENGTH! No struts or trusses! 
[he top rail of each door section is extruded 
to form its own reinforcing fin, for great 
rigidity and neat interior appearance 

NEW GLAZING METHOD! Glass is installed 
from outside the door and, by this new 
method, held firmly and kept noiseless 
Glazing strips are of viny! plastic. 
COMPARE THIS DOOR with any other 
service station door on the market—you’'ll 
quickly see why The “Overneap Door’ 
Panoramic is the choice of the industry 


Available only through OVERHEAD DOOR CORPORATION - General Offices: Hartford City, Indiana 


Mfg. Dist.: Cortland, N.Y.; Hillside, N.J.; Lewistown, Pa.; Marion, O.; Nashua, N.H.+ Mfg. Div. 


More Service Stations Are Equipped With The “OverHeap Door” 
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Dallas, Tex.; Portland, Ore. « In Canada: Oakville, Ont 


Than All Other Brands Combined! 





QO I L W 0 R L » F A C Ts The industry has 


in use today enough Gates Oil Loading Hose to carry 


4,000,000 sn1s.rer ur. 


¢ . ie At docks all over the world serv- 


THE ESSO GETTYSBURG, with a cargo- | ' icing all kinds of tankers from the 
carrying capacity of 318,000 barrels, small to the very largest (like the 
is one of the largest tankers flying the Esso Gettysburg Pat here) you 
A i flag. 7 
pear find Gates Oil Loading Hose doing 
around-the-clock duty. 


4 outstanding reasons 


why so many companies choose 
Gates Oil Loading Hose for their oil 
operations: 


1. Leadership: Gates is one of the 
world’s foremost manufacturers of 
industrial hose and carries on—at 
Gates multi-million dollar Research 
Center—a continuing program of 
specialized Research aimed at in- 
creasing hose utility and lowering 
hose costs. 


Service: Gates engineers are hose 
specialists available to provide cost- 
free engineering service on all hose 
applications. 


Quality: Gates hose has longer 
life built in. Cover fabrics have 
maximum abrasion and weather re- 
sistance. Tube stocks are com- 
pounded to resist effects of a variety 
of petroleum products. 


Safety: Each Gates Hose is static 
bonded to discharge electrical build- 
; ‘ up—and is safety-tested in Gates 
¥ > 7? Testing Laboratories. 
F. S : h>.. ' 


TPA296 
Gates Distributors 


Gates Oil Loading Hose may be fitted with any type of steel, bronze 
or aluminum nipples and flanges, or with Gates built-in rubber flanges. Data 
on specific applications is quickly available to you. Simply call your nearby 
Gates distributor for advice from a Gates Hose Specialist. 


are in the 
Yellow Pages 


The Gates Rubber Company e Denver, Colo. 


The Mark of Specialized Research 


Gates Oil Loading Hose 
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LOVE FIELD) « DALLAS, TEXAS 


-WARNER LEWIS 
SEPARATOR / FILTERS 
SELECTED BY 


ALLIED AVIATION FUELING COMPANY 


Warner Lewis Company separator/filters are 
being specified and installed at the nation’s 
newest airports. Highest efficiency in the removal 
of water and solid contaminants and economical 
maintenance costs insure cleanest possible fuel 
for new turbo prop and turbo jet aircraft. For 
information on a complete line of separator/filters 
for mobile and stationary installation write 
Warner Lewis Company, Division of FRAM 
Corporation, Box 3096, Tulsa, Oklahoma. 


rr see DIVISION OF sunseiieiai 
Company ag org toon ote 


BOX 3096 © TULSA, OKLAHOMA 
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Now you can do this 


two miles down! 


Percussion hammer developed by Gulf 


drills up to four times faster / 
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The common method of drilling is shown at left 
with Gulf’s new hammer drill at right. It is ex- 
pected that drilling speed will be increased up to 
4 times when the new method is put into use. 


The problems encountered in the search for oil are 
many and various and one of the most frustrating is 
this: How can you drill straight down and fast? 


Now, since you can’t send a man down with a 
percussion drill, what’s the next best thing? To send 
the drill down, of course. And Gulf scientists, at the 
Research Center in Harmarville, Pa., have devised 
a way to do just that. It took a long, long time... 
but they did it. 


First, they developed the drill itself. It consists of a 
reciprocating piston and cylinder arrangement for 
delivering percussion blows against friable (or brittle) 
rock encountered in tough formations. 


The device is encased in a cylinder about 19 feet 


long which hangs at the end of the drill string, with 
a conventional roller bit fastened directly below. As 











the drilling mud circulates through the mechanism, 
it drives a 200-pound hammer, delivering 600 or 
more strokes a minute, on the attached bit. 


Result: Drilling speeds may double or quadruple in 
the hardest oil field formations. Not only that, but 
straight-line drilling is now possible since the bit 
will no longer veer off slanting rock formations. This 
solves the costly problem of the crooked hole. 


So, here it is. A tool designed specifically for hard- 
rock drilling, which is expected to provide savings 
in money, time, and maintenance. The new drill is 
about ready for release and arrangements are now 
under way to make it available to the industry. 


One more step in petroleum progress—one more 
scientific advance with an ultimate public benefit. 
This is, indeed, the industry that looks to the future. 


Gulf Oil Corporation, GULF General Offices, Pittsburgh, Pa. 
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FOR EVERYTHING YOU NEED IN A PUMP 





Gon 
MODEL 605 
LUUNAND 


Built for unsurpassed service . . . performance from coast to coast has 





exceeded expectations even in highest gallonage locations. 


Years ahead design.Wide angle,easy-to-read dial faces. 
Weather defying finish, functional stainless steel trim. 


Sales 


Made to attract sales to station. Provide quick island 
service inrush hours. Longer hose increases service area. 


Sewtee 
Solo unit provides full accessibility for maintenance 


... serviced in one half the time. Micro-accurate meter 
for precision measurement. Nationwide service. 














Wayne Soloramic Model 605 is the look ahead pump 
for go ahead profits. Write for catalog and full tech- 
nical details to the Wayne Pump Company, Division 
Symington Wayne Corporation, Salisbury, Maryland. 
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LONGER TREAD LIFE...test driven under 


similar conditions for same length of time, 


* 


pm 


Rayon cord tire (right) shows 26 per cent 
less tread wear than nylon cord tire. 


4  , 


- 
oo 


~ 
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QUIETER RIDE...tests made by an inde- 
re-atel-lalmmeleeltry ile] MM -lalellal-t-1 ame lee) Z-Mm cob ZelA) 
(ro) ge MII R-ke] ¢- MU) oN (oMmCICHE ol-lame-lal mmc UI -1(-18 
than nylon at normal operating speeds. 
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RETREADABILITY ... comparative retreading 
tests prove Rayon cord tires take more 


retreads, with greater mileage per retread. 


NATIONAL PETROLEUM NEWS °* June, 1958 








New 16 mm 





sound and color film, 





“Getting Down to Casings,” 





dramatically demonstrates 





the comparative 





qualities of rayon 





and nylon cord tires. 





Here’s how to reserve 





a free print 





for your group... 





Would you like to know why 99.2% of 
the new cars feature Rayon Cord Tires 
as standard equipment? Like to get a 
macadam-eye view of test tires smashing 
against a six-inch curbstone at 60 miles 
per hour? Most important, would you 
like to know how Rayon Cord Tires can 
make more sales for you, how they can 
cut your casing inventory in half, and 
why customers keep coming back for the 
“rayon ride’? 

If you answer ‘“‘yes,” you'd like this 
film. We’ll be happy to lend you a print, 
without charge, to screen for your local 
organization. All you have to do is fill out 
the coupon at right and mail it to the 
American Rayon Institute, Inc., fora 


reservation. Do it today. 


AMERICAN RAYON 
INSTITUTE, INC. 


350 Fifth Avenue, New York 1, N. Y. 


7 amERICAN 


{ RAYON }} 


INSTITUTE 
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GREATER HEAT RESISTANCE... new Rayon 

tire cord actuaily grows stronger as tire 
a ‘ , 

t-te} mm ol (ok MNU] Mol Malle laMcelelo ME} ol-1-loEs 


MORE STABILITY ...no_ troublesome flat 
spotting or “morning thump” . . . safer, easier 


steering control. 


MAIL THIS COUPON FOR FREE FILM 


American Rayon Institute, Ine. 
350 Fifth Avenue, New York 1, N. Y. 


Please send me a free print of your 15 minute, 
16mm color sound film, “Getting Down to Casings.” 
I'd like my copy for showing on (date 

I expect there will be—— in the audience. 


Name 





Company 





Addres 








City Zone 





el VERSI-LITE 
low cost, highly efficient multi-purpose Fluorescent Area Luminaire 


Pemco VERSI-LITE — the first Fluorescent Area Luminaire to meet practically ALL the 

ts of the modern Service Station. Mounted 16’ to 20’, it pro 
vides bright i of the general station area, especially at corner loca- 
tions and on appro ; i-Li mounted back to back on @ single pole on the 
island provide adequate glareless light i station sales orea. Versi-Lite is of all 
aluminum construction, with high-reflec nternal reflector. Furnished with 
2 or 4 Super HO, Rapid Start or Power Groove 48” lamps, and clear or translucent plexi- 

s cover. Request Bulletin 106 for complete information. 


LIGHT-UP for SALES BUILD-UP 


WITH TW 
© NEW PEMCO LUMINAIRES 


PLASTI-GLO 


distinctively different 
Fluorescent island Luminaire 





Pemco PLASTI-GLO provides custom styled appearance at the price you usually pay 
for standard, production line Luminaires. All aluminum body is finished in baked 
enamel — color of your choice. Plexiglas side strips MOY be specified in color to match 
or harmonize with body finish. At night this glowing band of color above the pump 
island is a real attention getter. Furnished with rapid start or power groove lamps. 
Request Bulletin 107 for complete information. 


’ 
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STREET, PHILADELPHIA 21, PA 
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MILWAUKEE’S P-851 faucet... 


t | ( f 
MODEL P-2032. 4 as a 
Fuel oil nozzle. ; 
Dual poppets. 
Made of bronze . = 
or aluminum. 


ea % \ 4 


MODEL P-2671. de 
Bronze gate 
valve. Rising 
stem, double 
disc design. 


| 


MODEL P-424, 
Offset cross valve 
Bolted bonnet, 
composition disc. 


MODEL P-2630. Swing 
check valve, Balanced 
check, composition disc, 
bronze woiking parts. 


i - 


- SECTIONAL VIEW SHOWING 
<a STRAIGHT-LINE FLOW 


a add speed and economy to truck tank deliveries 
Here’s a truck tank faucet that’s a real cost-cutter and time-saver. The 
MODEL P-3373. Shea P-851 gets rid of the load fast. Opened to full capacity, it’s a single 
type elbow. Flanged to . . . . 
fit emateanes valve ond streamlined unit no obstructions to retard the flow. Oversized areas 
a 3” swing check valve. and exceptional lift assure full pipe-size discharge. And you can depend 
on the P-851 for long, trouble-free service. Rugged bronze construction 
shrugs off rough usage. Other features include: reversible outlet nipple 
. Steel operating stem with long, square-milled wrench end... deep, 
leak-proof packing chamber...and Permadise construction that pre- 
vents dise distortion. 
This durable, self-closing faucet is part of Milwaukee’s complete line 
of truck tank equipment. Other popular items are shown in the panel at 
left. For complete details, write today for Catalog B-355. 


i t 

%, f . + . 7 . 

4 if Full pipe-size discharge and instant self-closing 
{ 


N F PREMIUM QUALITY VALVES 
MODEL P-2636. Angle THE MOST COMPLETE LINE O EMIUM Q 


valve. Composition disc, 
flanged ends, screwed or i 
bolted bonnet. Bronze. 
A subsidiary of Controls Company of America 


2379 South Burrell Street © Milwaukee 7, Wis. 


June, 1958 * NATIONAL PETROLEUM 





outdoor 
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TIDEWATER OIL COMPANY 





{ Outdoor Advertising 





Poster designed by Foote, Cone 


“The ability of Outdoor Advertising to reach 
car owners on the way to service stations makes 
Mr. Fred Wellmerling, it ‘a natural’ for Tidewater. And its ability 
to tell a complete selling story at a glance 
makes it a real sales booster for our products. 
We consider this direct and timely medium vital 
to Tidewater sales in our Eastern, Central 
and Western Divisions.” 


Manager of Advertising, 
Tidewater Oil Company, says: 


8 out of 10 people remember OUTDOOR Advertising!’ 





OUTDOOR ADVERTISING INCORPORATED OA! 


WATIONWAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES + PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers —Starch Continuing Study of Outdoor Advertising Standardized Outdoor Advertising, 24 and 30-sheet posters — and Painted Bulletins. 
tThis poster currently being displayed in Tidewater’s Eastern Division 
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Crown 


Ce, ANY 
OWN CoRK & sear COM? 


How to package oil 


for a great little market 


for closures 
for containers 
for machinery 
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Motor oil sales can get a boost with this exclusive 
new Crown package —the ‘‘Ful-Safe 15’’. It’s the new 
15-ounce can especially designed to meet crankcase 
capacities of popular small cars. 


The ‘‘Ful-Safe 15” also provides an extra measure of 
full crankcase protection for high-speed, high-per- 
formance engines when a full quart is not needed. Here’s 
a real sales opportunity! 


This is another example of how Crown helps ferret out 
new merchandising opportunities for your products. 
Call the Crown man for consultation on packaging, 
processing or filling problems—or new ways to serve 
your markets. Crown Cork & Seal Company, Inc., 
Can Division, 9300 Ashton Road, Philadelphia 36, Pa. 


ROW 


CROWN CORK & SEAL COMPANY, INC. 





Never before — 4 fluorescent floodlight at such an 


unbelievably low price 


So much for 


the money 


— so much light...such 
long service...so little 
operating and 


maintenance costs. 


Built to last 


— with porcelain enameled 
steel outdoor- 
engineered to assure long, 


trouble-free performance. 


-2P-Of>Fen 


Sells itself 


— with its low initial cost, 
its big savings in operating 
and maintenance costs 
and its high output of 


fluorescent light. 


Designed for 
better 
illumination 


— with a new, 
simplified design, 
that makes the 
most effective 
use of high level 


power groove 





lamps. 


PROVE TO 
YOURSELF 


how you can get the advan- 
tages of efficient, modern 
fluorescent lighting in a fix- 
ture that pays for itself in a 
few months with the sav- 
ings in operating and main- 
tenance costs. Write for the 


new Guardian Bulletin B26. 


cuARDIAN, ight-comrany 


OAK PARK, ILLINOIS 


S500 NORTH BLVD 
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- SUNOCO 


~ BRIDGES THE OCTANE GAP 


New miracle pump custom-blends gasoline 
in the exact octane strength to fit any car! 


Up ’til now, it couldn’t be done! Octane require- 
ments were so far apart, no ordinary two or three 
grade system could provide the right fuel for all 
cars at the right price. No one knows that better 
than you in the business! 

Today’s big difference in gasoline is Sunoco’s 
new Custom-Blending. Here is a new, thriftier way 
to fuel any car. No matter what make of car, or 
whatever the compression ratio of its engine, 


© 1958, SUN OIL COMPANY 
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Sunoco Custom-Blending can fit its octane 
requirements exactly. 

Sunoco’s miracle pump custom-blends six differ- 
ent gasolines .. . six different octane strengths to 
accurately fit any car. 

So, for today’s needs, and tomorrow’s designs, 
no matter what the octane requirement built-in, 
Sunoco’s accurate Custom-Blending system will 
deliver the right fuel at the right price. 





BY 3 YEARS OF PRECEDENT-SHATTERING DEALER SUCCESS! 
BY OVER 200 PROTECTED FRANCHISED DEALERS! 
BY TREATING CURRENTLY OVER 600 MILLION GALLONS OF OIL! 





Yours Exclusively 


Only HY-TEST 303 franchised dealers can 
offer their customers premium heating oil 
dehydrated and filtered on the truck 
during delivery by the exclusive patented 
HY-TEST 303 DEHYDRATOR and 
FILTER. A customer-getter and keeper, 
dealers acclaim — worth its weight in gold! 


Ney 


EVERY FRANCHISED HY-TEST 303 DEALER IS PROVIDED 
WITH THE MOST EFFECTIVE DEALER ADVERTISING If you’re not now facing HY-TEST 303 competi- 
AND MERCHANDISING CAMPAIGN EVER CREATED IN tion in your area—then now is the time to act! 
THE HEATING OIL INDUSTRY —Bar None! Find out how you can cash in on the future and 
share our success by getting an exclusive, pro- 
You get a complete, ready-to-roll program : tected territory for yourself. We don’t have to 
TV FILM COMMERCIALS » RADIO TRANSCRIPTIONS » NEWSPAPER = ™AKe any claims—we'll show you waquestionane 
MATS « INDIVIDUAL DEALER PUBLICITY « A COMPLETE 4-COLOR, =: {7 oof of what dealers like yourself have done! 
ou need not change your source of supply nor 

10 PIECE DIRECT MAIL CAMPAIGN e DISPLAYS e DECALS « BANNERS 


your trade or brand name to become a HY-TEST 
ELECTRIC SIGNS « FOLDERS + STUFFERS « STICKERS « STATIONERY § = 3()3 franchised dealer. 


Call, wire or write today! 


Illinois, Indiana and Wisconsin: 

BERRY REFINING CO., 400 W. Madison St., Chicago 6, III. 
Upper New York State: 

HY-TEST 303 CORP. of N. Y., 105 Colvin Ave., Albany, N. Y. 
Connecticut: 


: # CONNECTICUT REFINING CO., 105 Water St., West Haven, Conn. 
Virginia: 


HY-TEST 303 CORP. of VIRGINIA, 2459 Campbell Ave., Lynchburg, Va. 
North Carolina: 

MIDSTATE OIL CO., Milford Hills Road, Salisbury, N. C. 

All other areas and Canada: 


HY-TEST 303 CORP. 


9 Meadow Rd., Rutherford, N.J.  WEbster 3-0300 
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PEAK anti-freeze 


with RU . 


FGUARD 


for guaranteed all-winter protection 


We believe you want the best for 
your customers. That’s why CSC de- 
veloped PEAK with RUST-GUARD. 
RUST-GUARD is what we call the ex- 
clusive combination (pat. pending) 
of special additives that give all the 
metals in the cooling system the 
most effective protection obtainable 
against both rust and corrosion. And 
there’s no oily film to cut down on 
heat transfer and clog the radiator. 


These are facts, proved by rigid 
testing in the laboratory and on 
the road.PEAK is the finest quality 
permanent-type anti-freeze money 
can buy. It won’t boil away, won’t 
evaporate, doesn’t foam, won’t leak 
from any cooling system tight 


enough to hold water, won’t mar car 
finish. No other nationally adver- 
tised brand contains higher quality 
ethylene glycol than PEAK. And be- 
cause of RUST-GUARD, PEAK gives the 
most effective protection obtainable 
against rust and corrosion. 


For top winterizing jobs this sea- 
son, install PEAK ... it’s a GUARAN- 
TEED product! 


he 
ied 14943 


hati-Resr 
Rememicat Hticit™ 


FLASH! Watch for news about this year’s EXPERT DEALER 
program and the GUARANTEED ANTI-FREEZE PROTECTION plan. /t’s 


a combination that’s sure to boost your 


sales! 
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anti-freeze and TBA 


PETROLEUM NEWS 


This 
is given to you so that you can offer 
car owners your own GUARANTEED 
PROTECTION program replacement 
of anti-freeze if lost. Ask your sup 
plier for further details or write 
Automotive Chemicals Dept., Com- 
mercial Solvents Corporation, 260 


Madison Ave., New York 16, N. Y. 


ANTI-FREEZE 
PROTECTION 





No Tank Leaks In 


Gasoline Transport Company’s 40 
Tanks Have Provided 7 Day-A-Week 





This is one of 40 aluminum and steel Fruehauf Tank-Trailers and a total of 72 Fruehauf 
units in the Gasoline Transport Company fleet. The Louisville liquid hauler also oper- 
ates Fruehauf steel asphalt tanks as well as insulated stainless steel and aluminum units. 


WORLD’S BROADEST LINE OF LIQUID TRANSPORTERS 


ALUMINUM STAINLESS STEEL 
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Two Years! 


Automatically-Welded Fruehauf Aluminum and Steel 
Leak-Free Performance Since 1956! 


Automatic aluminum Tank-Trailer 
welding has produced miracles in tank 
strength and operating profits for count- 
less liquid haulers. Fruehauf’s exclusive 
processes of continuous automatic welding 
and other advanced construction methods 
makes it possible to obtain unprecedented 
strength in a lightweight, high-capacity 
Trailer. 





Among those who have benefited is 
Gasoline Transport Company of Louis- 
ville. This specialized carrier hauls some 
152 million gallons of various bulk liquids 
a total of 3,900,000 miles annually. Gaso- 
line Transport moves petroleum products, 
chemicals, and alcohols throughout 16 
states with a tank fleet that is 80% 
Fruehauf. 


A Fruehauf user since 1940, Gasoline 
Transport has discovered that Fruehauf 
tanks have a longer life with lower operat- 
ing cost while handling varied commodities 
under all conditions. High tank capacity 
and convenient, professional service are 
further advantages. 


Investigate the extra hauling profits you 
can enjoy with Fruehauf’s advanced, 
exclusive design, construction, and service 
methods. 


World’s Largest Builder of Truck-Trailers 
FRUEHAUF TRAILER COMPANY 
10948 Harper Avenue “ Detroit 32, Michigan 
SEND DETAILED FACTS AT NO OBLIGATION ON AUTOMATICALLY WELDED FRUEHAUF 
TANK-TRAILERS AS FOLLOWS [| Aluminum ] Steel [] Stainless Steel 


TRAILERS 


COMPANY 





ADDRESS 





scaeettaeeiadieneaememame aman teaemenemeeememe 


CITY 
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FRONTIER 


‘Now all Frontier outlets make on-the-spot 


adjustments with Dayton’s written guarantee” 
... says M. H. (Bud) Robineau, President, The Frontier Refining Co., Denver, Colorado 


A Complete Line of 
Passenger and Truck Tires 


er 


That’s one of the big reasons we 
switched to Dayton Thorobred Tires. 
It’s mighty important, too, because 
a guarantee that’s good anywhere 
in our 1l-state area of operation 
allows us to service our customers 
much better. 

“Dayton gives our Frontier sta- 
tion men authority to make adjust- 
ments on the spot. And the Written 
Guarantee is a highly beneficial part 
of the Reporting Procedure. 

“Dayton’s liberal co-op advertis- 
ing program was another ‘“con- 
vincer.”’ Advertising and merchan- 
dising is a basic part of our opera- 
tion and their policy was broader 


and more realistic than any other. 
The hard-selling ad mats and 
aggressive promotion provided by 
Dayton also play a major part in 
our highly profitable tire program. 

“Frontier has benefitted, of 
course, from all the other features 
of the Dayton Tire Program . 
really sensible pricing of the com- 
plete Dayton line, and merchandis- 
ing men who trained our men right 
on the job. 


“My advice to anyone in the oil 
business who wants to make money 
selling tires is this... get the Dayton 
Franchise. Write The Dayton Rub- 
ber Co., Tire Div., Dayton 1, Ohio.” 


© D. R. 1958 


Daytom Rulalber 
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EXTRACTABLE PUMP 


NNEP 


ESTABLISHED 1885 
w 





%3H.P. 
’AH.P. 
%H.P. 


Three capacities provide peak performance in any size installation. 
Any gasoline product under all vapor pressure, altitude or tempera- 
ture conditions is instantly delivered to pedestal with no vapor lock 
problem. Bowser builds in bonus features for more dependable, 
maintenance-free performance: 


e A “RIGHT SIZE” FOR LARGE, MEDIUM and SMALL STATIONS 
e MOTORS HAVE LIFETIME, SEALED-IN LUBRICATION 

e SYPHON ATTACHMENTS AVAILABLE FOR MULTIPLE TANKS 
e PROTECTED TO RUN “DRY” IF TANK IS EMPTIED 


NO COSTLY PIT 


Head assembly is weatherproof for installation 
above ground or in optional, low-cost Bowser 
manhole liner available complete with flush col- 
lar and heavy, nonslip cover. Economical installa- 
tion. Free access for inspection or easy extraction 
of pump. 


NVWZ MONITOR LIGHTS 


Each Bowser Remote Pedestal has a 360° monitor 
light which indicates when pump is operating. Bowser 
Pedestals with Bowser Extractable Pumps provide 
matched, engineered systems for maximum 
dependability. 


1301 CREIGHTON AVE., FORT WAYNE, INDIANA 


REGIONAL OFFICES: ATLANTA * BOSTON + CHICAGO + CLEVELAND + DALLAS + KANSAS CITY 
LOS ANGELES * NEW YORK * And Sales-Service Offices in all principal cities. 
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ALWAYS SPECIFY 7; i-Suy FOR TOP SECURITY 


For CLOSURES for 
DRUMS PAILS 


Tri-Sure 


© 
Give Saree 


with “Clinch-On" Nozzle 


all-around protection 


Tri-Sure Tru-Pour 
Collapsible Spout 


were to your shipping containers = -xsric.. 


More and more petroleum and chemical companies are specifying 
Tri-Sure* Closures for their whole line of steel shipping containers— 


Tri-Sure Flange from 1 gallon cans to 55 gallon drums. 


(inserted) ’ ‘ 
‘ For your drums, get the security of Tri-Sure’s leak-proof, tamper- 


proof flange, plug and seal—the best protection you can buy. 


For your pails, specify Tri-Sure Closures for Light Containers — pepe 


installed by the filler after the containers are filled. By using with "Clinch-On" 
Tri-Sure ‘“Clinch-On’”’ Assemblies, fillers may select one of Nozzle 
more than 24 varieties for application to the one standard 


Polyethylene Plug 


“‘Clinch-On”’ opening. 
Let Tri-Sure Closures improve your packaging . . . pro- 
tect your products, help your selling. When you order 
drums, pails or cans specify ““Tri-Sure Closures.” 


Tri-Sure ug 
Polygonal *The “‘Tri-Sure”’ Trademark is a mark of reliability Sonenne = 
Flange Som backed by over 35 years serving industry. "Clinch-On" Nozzle 


Tri-Sure * 


Tri-Sure 
Coated 


xy age fo " Tri-Sure Closures & 


Hag for K-T Cans 
o bi 
TRI-SURE THE WORLD OVER 








Give 
quality protection 
to 
quality products 

















rr Ne 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
CHICAGO, ILL. + LINDEN, N. J. + NILES, OHIO 


Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Industria e Comércio, Sao Bernardo Do Campo, Estado de Sao Paulo, Brazil 
American Flange & Manufacturing Co. Inc., Villawood, N. S. W., Australia 
Compafiia Mexicana Tri-Sure S. A., Naucalpan, E. de Mexico, Mexico 
B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Von Leer Industries, ltd., Seymour House, 17 Waterloo Place, Pall Mall S. W. I, London, England 
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Ahead of the News 


AROUND THE COUNTRY 





Oil Outlook improved—Chase-Manhattan Bank’s 
petroleum economist, John G. Winger, predicts a 3% 
increase in domestic oil demand for the balance of the 
year. First quarter demand was down 5.9%. 


Lube Sales: Dropping?—Lubrication demand may 
skid 4.3-million bbl. this year, says Sinclair’s Paul Zum- 
brook. He expects demand to fall from 57.8-million bbl. 
last year to 53.5-million bbl. in 1958. All the decline 
will come from weakened U. S. demand, Zumbrook 
says, with export volume holding up at 13.5-million bbl. 
(For a broad look at lube sales, see page 104.) 


Equipment Upturn—There’ll be a steady increase dur- 
ing the rest of 1958 in new orders for pumps and com- 
pressors—as well as other kinds of machinery—say 
manufacturers queried by the McGraw-Hill Economics 
Dept. They expect new orders will be up 5%-7% by 
year’s end. Predicted increases for other groups include 
office and construction machinery, up 18% and 23% 


respectively. 
= 


industrial Upturn Seen—Look for increased buying 
by industrial purchasers. A nationwide survey by Pur- 
chasing Week, a McGraw-Hill publication, shows that 
purchasing agents expect to step up their ordering be- 
tween now and mid-August. About 44% of 400 pur- 
chasing executives in all types of industry plan sig- 
nificant increases in purchases of key items; 46% 
anticipate the same buying level; and only 10% expect 
a decrease. Fuels and lubricants are marked for sig- 
nificant gains. Iron and steel are listed for greatest 
increases. 


New Stamp Battles Loom—A big trading stamp com- 
pany may file restraint of trade suits against some gaso- 
line dealer groups this year. The company thinks the 
government should act against alleged secret agreements 
and “undercover pressure to keep stamps out of certain 
markets,” but it’s prepared to move if the government 
doesn’t. The same firm is ready to “go all the way to 
the Supreme Court” in a fight against a recent Massa- 
chusetts court decision labeling stamps a violation of 
the state’s fair trade laws. (See p109 for a comprehen- 
sive report on stamps in oil marketing.) 


Next NOJC Slate—Jobbers expect president Miles M. 
Mills will be re-elected next November. Vice president 
E. K. Bennett’s widely acknowledged as next in line. 


Fishing Party—A big mid-continent major is negotiat- 
ing to buy highly successful private brander. Reported 
asking price: neighborhood of $4-million. 
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Battle of Standards (New Chapter)—Markcters 
talking about trends that might let everybody win in 
the battle of Standards. They foresee an eventual situa- 
tion in which the three biggest Standards could com- 
pete nationally without infringing on each other’s 
franchises. The trends: 

® Standard Oil Co. of California’s introduction of 
Chevron on East Coast (see p. 119), pointing to even- 
tual nationwide coverage under that brand. 

© Standard Oil Co. (Indiana’s) conversion of its 
10,000 PanAm stations to Amoco brand, using station 
sign combining Amoco name with Standard’s torch 
emblem. There’s speculation that Standard may some 
day adopt this combination throughout its territory. 

¢ Standard Oil Co. (N. J.’s) efforts to gain control 
of a California independent as foothold on the West 
Coast, virtually completing its drive for national repre- 
sentation. Current talk has Jersey—through Humble 
Oil & Refining—negotiating for Hancock Oil of San 
Diego. 


Aluminum Cans Spreading—Reynolds Metals Co. 
reports it’s negotiating contracts for aluminum cans with 
several large oil companies. Esso has been buying 
about 60-million cans per year from Reynolds since 
last fall (NPN—Nov. ’57, p169), but other majors 
have been holding off until results of that experiment 
came in. Reynolds is still tinkering with recovery sys- 
tems for used aluminum cans and expects to have a 
report on that in a month or two. No orders for 55-gal. 
aluminum drums are reported involved in negotiations, 
although some majors say these might be even more 
practical than lightweight cans. 


Challenge for NOJC—Many jobbers are still looking 
for National Oil Jobbers Council to get clarification 
from suppliers of a burning question: How long can a 
temporary price remain temporary? This is still the 
chief grievance among jobbers. Some Tennessee jobbers 
think a 30-day limit should prevail. 


Phillips Pushes On—Phillips Petroleum is moving 
into eastern Tennessee. The company has two jobbers. 
in that sector. Current objective is to consolidate its. 
position by filling in areas where there is no Phillips 
representation. 

* 


Coal Outlook—Officials within the industry forecast a 
rosy future for coal. One spokesman told the National 
Assn. of Purchasing Agents that: 

e U. S. coal reserves will last for hundreds of years 
—“long after the last drop of crude oil or whiff of gas 
has been squeezed out.” 

e Electric utility experts predict that coal, not atomic 
energy, will be the dominant utility fuel by 1975. 

e Upswing in electric home heating will require stil] 
more coal for use in heating plants. 


More Ahead of the News 


101 





Ahead of the News 





Esso Breaks Biggest Campaign—‘“New formula” 
premium gasolines will get the largest promotion in 
Esso Standard Oil Co.’s history. This spring and sum- 
mer, ads for the improved motor fuels will top $2.75- 
million—nearly as much as the company normally 
spends on all ads in a comparable period. Emphasis 
will be on Esso Extra, the middle premium, although 
Golden Esso Extra, currently running at 6%-7% of 
station sales, will also be included. Octane levels 
of the new gasolines have not been increased: the 
pitch is for deposit-removing qualities. Esso says this 
is a “better answer . . . than a high-powered and high- 
priced octane race.” 
e 


OIC-PIC Progress—Newly consolidated oil informa- 
tion and petroleum industries committees will set up 
national executive committee this month, Plans call for 
setup of state organizations by September, with all new 
committees in operation by Jan. 1. 

* 


Private Branders Aim for Farmers—Growth of 
small private-brand stations in rural areas of the South 
is spreading. They compete vigorously with grocery 
store outlets for farm trade by giving service and price 
discounts; and give some conventional stations a rough 
time with their low prices. Some supply farmers with 
tanks and dispensing equipment. Growth of this type of 
rural private brander, usually with only one or two 
outlets, underlies some of the pricing troubles that 
have plagued the Carolinas. 

* 


Amoco Expands—American Oil Co. will begin mar- 
keting Amoco (unleaded premium) and American 
(regular) gasolines at 4,000 PanAm stations in six 
southern states Aug. 1. Changeover of brand identifica- 
tion is already underway. The Standard (Ind.) torch 
will go up on new Amoco signs at all outlets. New 
signs will be red, white and blue. Station lettering will 
be changed to Amoco by Oct. 1. All pumps will be 
repainted and storage tanks flushed prior to the Aug. 1 
date. Standard and its subsidiaries now market in 46 
states, excluding only New Mexico and California. 
e 


Merger Coming—D-X Sunray and Suntide Refining 
are expected to merge by September. But D-X has no 
immediate plans to extend its branded operations down 
to the Texas Gulf Coast. Such a move could come later, 
however: Suntide has a modern 65,000 b/d refinery at 
Corpus Christi but no brand of its own. 
s 

Heavy Fuel Troubles—West to cast coast movements 
of heavy fuel are taking top priority in minds of east 
coast marketers who are girding for a prolonged soft 
price situation in commercial consumer business. Heavy 
fuel markets are weak. Several companies blame weak 
bid-business conditions for drop in first quarter profits 
(see p. 143). Tank car and barge quotations have al- 
ready dipped 8¢ bbl. at New York, Philadelphia and 
several points in the Southeast. Now with west to east 
coast shipments at “cheap” prices heading for bigger 
role in eastern markets, one major foresees a “vicious 
struggle” ahead. 
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IN DETROIT 


2000 A.D.: 100-Million Cars—Limited road capac- 
ities and the development of the gas turbine engine will 
combine to produce a U. S. car population of 100-mil- 
lion economy-sized vehicles by 2000 A.D. That’s the 
forecast of Daniel P. Barnard, research coordinator for 
Standard Oil of Indiana. A doubling of our present 50- 
million cars would jam turn-of-the-century highways, 
he says, and make a small turbine-driven vehicle a 
“necessity.” 





Air Suspension Changes—Look for at least five 
makes of ’59 cars to offer an air suspension system as 
optional equipment next fall. Air suspension is offered 
as optional on some current 1958 models, but Detroit 
reports say next year’s systems will differ from this 
year’s by combining the leaf-spring and pure air sus- 
pension concepts. 


e 
Poor Man‘s Economizer—That’s the name attached 
to two new devices about to be marketed by a large 
automotive equipment manufacturer. Both are designed 
with an eye toward boosting fuel economy: 

e One is akin to a modulator and fits into the fuel 
line between the pump and the carburetor. When car 
decelerates, the unit lowers pressure in the fuel line, 
preventing engine overflows. But when the car picks 
up speed, full pump pressure is allowed. 

e The other gadget will permit the driver to set any 
desired throttle setting he wants by hand. Similar to 
Chrysler’s “auto-pilot” device, the throttle setting can 
be overridden by a touch of the brakes. 


Knocking Out Knock—General Motors has a new car- 
buretor device designed to eliminate engine knock. 
There are also some indications it also may lower oc- 
tane requirements. Production plans for the device 
haven’t been revealed. 


IN THE LABS 





Plastic Oil Cans Ahead?—Plastic manufacturers are 
bidding to move into the lube packaging field. Bakelite 
Co. has developed a high-density polyethylene, re- 
portedly suitable for making rigid oil cans. Lube mar- 
keters are skeptical that problems of sealing and han- 
dling can be solved without boosting prices too high, 
but they’re watching experiments closely. A second 
possibility is a heavy paper bag with a thin plastic 
lining. Plastic sacks are already used for packaging 
some greases, but until now, flexible oil containers 
haven’t been marketed in large numbers. 


New Ignition System—More miles per gallon may 
result from current Detroit lab tests of ignition sys- 
tems that have no distributor. Big advantage is said to 
be a marked pickup in combustion efficiency. Some test 
units are reported on the road. 
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Petroleum Indicators 








STOCKS Ji 


MILLION 
| BARRELS eo AGO 


NPN PRICE AVERAGES* 
Refinery/Terminal 
(¢ per gal.) 
May April 
1958** 1958 





May 
1957 
Gasoline 
(regular) 
Kerosine 
Distillate 
Residual 
4 principal 
products 
Lube oil 
Crude at 
well ($ 
per bbl.) 


i 


a 


11.37 
10.67 
9.08 
4.70 


11.45 
10.67 
9.17 
4.77 


12.72 
11.75 
10.27 

6.42 
DISTILLATE 

9.00 
21.72 


9.07 
21.98 


10.41 
24.17 


RESIDUAL 


ee ee oe oe ee oe oe oe a 


ee 

a 

5 ie Ne os er 
J F mM A M N D J 

1957 1957 | 1958 


3.10 3.11 3.18 
*Weighted average price, principal 
markets. Crude prices middle of 
month, not monthly average. 
**Through May 16. 





























MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) May 1958* April 1958 May 1957 


Finished and unfinished gasoline (thous. bbl.) 
Distillate fuel oil (thous, bbl.) 

Kerosine (thous. bbl.) . 

Residual fuel oil (thous. bbl.) 

Crude oil—B. of M. (thous. bbl.) 


198,307 
80,771 
20,306 
59,503 

274,032 


203,838 
75,831 
18,584 
57,921 

275,981 


194,770 
98,135 
25,545 
41,125 

275,963 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. daily) . 
% of refinery capacity operated 


7,992 
994 
89.8 


Refinery Output 
Gasoline (thous. bbl. daily) 
Kerosine (thous. bbl. daily) 
Distillate fuel oil (thous. bbl. daily) . 
Residual fuel oil (thous. bbl. daily) 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


*Through May 16, except crude stocks—May 10. 
Source of Data: API Weekly Reports, except 1957, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month 
7,797 (Feb.) 
21.49 (May) 
4,632 (Dec.) 

584 (Dec.) 630 
359 (March) 396 
74 (March) 71 
5,334 (March) 4,374 
1,804 (Feb.) 2,004 
40.2 (Jan.) 29.3 
1,246 (April) 1,214 


Previous Month 
7,425 
21.58 
4,592 


Year Ago 
26,471 
22.20 
4,520 

695 


Exports of crude and refined products (thous. bbl.) . 
Average station gasoline price, ex tax (¢ per gal.) .. 
Gasoline consumption (million gal.) 

Service station permits (number) 

Passenger cars—domestic shipments (thous.) 

Trucks and buses—domestic shipments (thous.) . . 
Automotive replacement tire shipments (thous.) . 
Replacement battery. shipments (thous.) . 

Oil burner shipments (thous.) 

Service station sales (all commodities) $-million 
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Supply and Demand 





Wanted: Hypo for Lube Sales 


They're skidding, and here's 
what's behind the trend 


lube oil and grease sales are pointed up 
by the recent Census Bureau report done in cooper- 
ation with a special committee of American Petro- 
leum Institute. Biggest lag is in industrial lubes (see 
chart at right). 

There are two chief causes: 

e General technological progress in industry in 
the last 15 to 20 years. This has greatly improved 
the lasting qualities of lubricants. It has also im- 
proved automotive equipment and industrial ma- 
chines generally: they require less oil and grease 
than in the past. 

e A falling-off in exports, as more products are 
supplied from new refineries in England and 
Europe. 

The Census Bureau, at the request of the oil 
companies is making another survey of sales of 
lubricating oils and grease this year. It will come 
out early in 1959. 

Domestic sales of lube oils and grease, as re- 
ported by 150 refiners, compounders and marketers 
in the 1956 Bureau of Census survey, were 
46,137,827 bbl., a gain of 28% from the 1947 
survey (the first of its kind to be conducted). In 
the same decade, domestic demand for all petro- 
leum products increased over 60%. From 1951 
(when the second census was made) to 1956, 
domestic sales of oils and grease increased 13%. 
In the same period, domestic demand for all 
products grew 25%. 

Sales of automotive oils and greases, including 
those to the aviation field, were 27,996,899 bbl. 
in 1956, reports the Census Bureau. This was 
around 43% higher than 1947 sales of 19,613,- 


Sales of Lube Oils and Grease by 150 U.S. 


oil Companios 
(From surveys of the U.S. Bureau of Census) 
1000 Bbi. 


% Change 


1947 1951 1956 1947-56 


Domestic 
Automotive* 19,614 22,973 
Industrial 16,540 17,875 
Total 36,154 40,848 


Ex 
Automotive* 5,822 6,190 5,004 —14 
Industrial 7,144 8,946 8,290 +16 
Total 12,966 15,136 13,294 -+- 2.5 


27,997 +43 
18,141 + 9.7 
46,138 +28 


otal 
29,163 
26,821 
55,984 

*Including sales of aviation olls and grease. 


33,001 +29 
26,431 +12 
59,432 +21 


Automotive* 25,436 
Industrial 23,684 
Total 49,120 





Oil and Grease Sales in the U.S 








1951 1956 











835 bbl. However, this rate of gain was less than 
that in the motor vehicle population in the U.S. 
In the 1947-56 decade, motor vehicle registrations 
gained nearly 72%. Domestic demand for gasoline 
increased around 73% in the same period. 

Greatest lag in domestic consumption came in 
the industrial field. Total sales of industrial lubricat- 
ing oils and grease, as reported by 150 oil com- 
panies, were 18,140,993 bbl. in 1956—only 9.5% 
greater than the total of 16,540,547 bbl. reported 
in 1947, In the same period, the sales of another 
petroleum product in the industrial field—residual 
fuel oil to mines, smelters and manufacturing in- 
dustries—increased around 75% in the 1947-56 
decade. 


Total sales of lubricating oils and grease reflect 
the drop-off in our export trade in these products. 
The total of 59,432,000 bbl. in 1956 was 21% 
larger than the 1947 figure of 49,120,129 bbl. 
Total sales in the automotive and aviation fields— 
33,001,000 bbl.—were 29% larger than in 1946. 
Total sales of industrial lubricating oils and grease 
were 26,431,000 bbl. reflecting an increase in ex- 
ports, That was 12% higher than in 1947. 

Data reported by the Census Bureau is based 
on invoices to the trade, and the total of 59,432,- 
000 bbl. was around 1,650,000 bbl. higher than the 
demand figure of 57,792,000 bbl. reported by the 
U.S. Bureau of Mines for 1956. A large part of 
this discrepency is due to the fact the sales figures 
returned by the oil companies include the volume 
of additives used extensively today in lubricating 
oils and grease, as well as other petroleum 
products. a 
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Good appearance 
Good ServiCE MAKES THEM STEADIES... 


Smart, clean, modern-looking stations attract 
customers (particularly women). Prompt, effi- 
cient, friendly service keeps them coming back. 

That’s one cardinal rule of profitable opera- 
tion. Here’s another equally important one. 
When you get them in, only one out of twenty 
buys from TBA displays — the other nineteen 
must be sold at the island. 

To sell these nineteen, you must spot their 
needs to sell their needs, and here’s where an 
Eco Islander® can help you. This modern sell- 


ing tool helps get under the hood, check the 
air and stay right with the customer at the 
point where the high-profit sales begin. 

You get the most in looks, in service, in 
modern selling technique with Eco Islanders. 

Available with or without automatic tire 
inflation in a wide variety of models to har- 
monize with any station layout. 

Eco T ireflators"provide accurate automatic 
tire inflation for post, wall or remote overhead 
installation. 


BRINGS CUSTOMERS IN... 


Model 97 
Wall Type 
Tireflator 


SAVE STEPS 


JOHN Woop COMPANY. sennetr pump pivision Muskegon, Michigan 


District Offices: Albuquerque * Atlanta * Baltimore * Boston * Charleston * Chicaga * Cleveland * Dallas * Denver * Detroit * Kansas City 
Little Rock * los Angeles * New Orleans * New York * Philadelphia * Pittsburgh + Rochester + Salt loke * Seattle + $t. Paul * San Francisco 
IN CANADA: Toronto + Montreal + j 





Nearly everybody hears Sinclair Commercials 





10,000 Sinclair Radio 
Announcements every week 


Winning New Customers for Sinclair Dealers 


There are good reasons why Sinclair Dealers are doing better than ever. 

For example: Sinclair radio advertising is heard more often and more consistently than any 
other oil company commercials — radio and TV combined. Every week, 10,000 Sinclair 
radio announcements are heard on over 900 radio stations. Colorful sales promotion 

and point-of-sale back up this heavy bombardment of advertising. The result is — 

more new customers, more new business for Sinclair Dealers. 


To become a Sinclair Dealer, get in touch with 


(] 


your Sinclair Representative; or write ie 

Sinclair Refining Company, the Sinclair Dinosaur, says: 

600 Fifth Avenue, New York 20, ee S i N C Al R 
New York. Ask, too, about the y 4A 

Sinclair TBA franchise, \ 


featuring Goodyear, the 
greatest name in rubber. 
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Editorial 


et itesate] | 
Petroleum 
News 


Lessons in Trading Stamps 





There are lessons in trading stamps for 
both gasoline and fuel oil marketers. Both 
should know how to cope with stamps as well 
as to take advantage of them. 

e First, as important as stamps seem to 
be—amarketers do not have to rely on them. 

e@ Second, marketers can suffer—as well as 
benefit—from stamps. 

e@ Third, each marketer must analyze his 
own situation and beware of generalities in so 
doing. No universal formula has been worked 
out yet. 

Many opinions about stamps are mis- 
leading. Because dealers have been success- 
ful in one area, or even one neighborhood, 
marketers elsewhere conclude they should be 
equally successful. Because a stamp has gone 
well in one region, marketers conclude that the 
type will be a sales aid elsewhere. 

It is not possible to draw generalities 
that will enable marketers to devise a 
successful formula, because so many factors 
are at work—neighborhood, stamp conscious- 
ness, stamp brands, promotion, timing and 
others. A wise marketer must weigh the fac- 
tors carefully, then study the economics 
closely, satisfying himself that economics favor 
the undertaking. 


This calls for more study and planning 
and knowledge that most marketers ordi- 
narily exercise. That is why so many have 
had unfortunate stamp experiences. 

For those who don’t like stamps—can’t or 
won't have them—there is plenty to do. The 
doing, however, depends on their willingness 
and ability to be tough, imaginative marketers. 
Some of the most successful dealers in the U. S. 
have combated stamps successfully by offering 
services Or premiums that outdraw stamps. 

Often a marketer needs advice and guidance. 
He should be able to call on his supplier for 
this. 

While most suppliers have adopted a 
“hands-off” attitude toward stamps, they 
owe it to their distributors and dealers to 
make available as much information as 
possible. They should be in a position to give 
information and guidance. 

For many marketers, stamps have been a 
boon. For many others they have been an over- 
whelming problem. But marketers have demon- 
strated that the problem can be solved. Since 
the outlook is that stamps will be around for 
some time, marketers might as well learn how 
to cope with them. 

(For a special report on stamps, see page 109). 


Top Brass and the Dealer 





A unique dog and pony show has a signifi- 
cant objective: It is trying to demonstrate 
to dealers that top management really is 
concerned about them. A common com- 
plaint among dealers is that they are the for- 
gotten segment of marketing—ignored by top 
management, scorned by middle management 
and abused by field representatives. 

The demonstration has been developed by 
the American Petroleum Institute (API)— 
through the marketing division’s service sta- 
tion advisory committee, under the direction 
of Leo J. Hoar (vice president and assistant 
general sales manager, Sinclair Refining Co.). 
The demonstration is a re-enactment of an ac- 
tual committee meeting. 

The unique aspect is that the demon- 
stration (sometimes called “The API dog 
and pony show”) is put on in the field. 
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Since most marketers never get to API 
meetings, the object is to take API to line 
marketers, showing them what a meeting 
is like and what API does. During the meet- 
ing, the spectators can participate along with 
committee members in the discussion. 

This project is still in an early stage. So far, 
meetings have been held for supplying com- 
pany field reps—salesmen to division man- 
agers—as well as dealers. During the simulated 
meeting, top executives participate in discus- 
sions showing awareness of dealer problems 

Whether this will overcome criticism that 
supplying companies are impervious to dealers 
and their problems, it is too early to tell. Cer- 
tainly this is the most dramatic effort yet 
attempted to convince dealers that some 
influential and well-meaning industry 
leaders are concerned with their welfare. 
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you can meet any lubrication specification if ‘you 


BLEND WITH ENJAY PARATONE® 


(VISCOSITY-INDEX IMPROVERS) 


Base stocks blended with Enjay Paratone can be compounded into lubricants combin- 

ing cold-weather quick starting properties with high temperature, low consumption 

characteristics. These lubricants are all-season oils, featuring improved gas mileage. 

More and more refiners and blenders are relying exclusively on Paratone to produce 

the high “‘VI’’ required in these all-season oils. 

Through years of intensive research and development work with automotive manu- 

facturers, Enjay has developed the only complete line of high quality additives 

(Paramins®) that can assure maximum performance characteristics. Why not let this Pioneer in 
experience and know-how work for you? Write, wire or phone the Enjay Company. Petrochemicals 


ENJAY COMPANY,INC.. 15 WEST Sist ST., NEW YORK 19, N.Y. 
Akron Boston Charlotte * Chicago « Detroit» Los Angeles * New Orleans + Tulsa 


ere ¢ 2 ” 2 "y mG BEI 
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STAMPS 


How Valuable Are Trading Stamps? 


How to Combat Stamps 


How to Control Stamps 


What's Ahead for Stamps? 


The Regional Outlook 


A TENNESSEE SCHOOLTEACHER is accused 
of giving good grades in return for blocks of trading 
stamps. A Seattle truck driver uses stamps to pro- 
mote amorous adventures on the road. 

The teacher and the truck driver—and millions 
of their fellow Americans—are members of a new 
breed of consumer. Their squirrel-like instinct for 
pasting multicolored bits of paper in small books 
has caused a revolution in retail promotions. 

Few developments are so roundly damned and 
yet so highly praised as stamps. A major company 
Official calls them “the greatest scheme since 
Ponzi.”* A New Jersey dealer swears they doubled 
his volume in a few months. 


Back in the Twenties, Charles Ponzi engineered a 
confidence swindle of magnificent proportions. 
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rhe fact is, stamp growth has been phenomenal 
Stamp sales rocketed from $38-million in 1951 to 
somewhere between $420-million and $600-million 
last year. In 1954, 20% of U. S. dealers gave 
stamps. Last year, over 33% were using them. 

Supermarkets are the key to stamp growth. As 
they have boomed, so have stamps. There’s no 
evidence that either is on the decline. The question 
is: Where do we stand?—And where do we go from 
here? 

On the following pages, you'll find the answers 
to these questions—as well as tips on fighting stamp 
competition, using stamps profitably, and deciding 
whether stamps are right for your type of operation 
You'll also find a full roundup of the stamp scene 


today from coast to coast 


Please turn the page 








4 
EXTRA SAVINGS 


How Valuable Are Trading Stamps? 


Stamps can build volume fast, especially if a 
dealer is first in his area to take them on. An Ohio 
jobber reports an 80% sales gain from stamps. A 
New Jersey dealer went from 12,000 gal. per month 
to 42,000 gal. per month in a year and a half of 
stamp giving. A California study shows that stations 
giving a particular stamp are 45% above the area’s 
average volume. 

Stamp competition can hurt the non-stamp 
dealer. A major company, studying losses of 1,000 
dealers last year, found that nearly 30% were due 
to stamp competition. The average gallonage loss 
was from 30% to 40%. 

Stamps seem to appeal most to women: they 
make the good wife feel frugal. She thinks she has 
“bought a bargain.” (See p. 17.) Experts add that 
where consumers believe “all gasolines are the 
same,” stamps give the dealer a chance to be dif- 
ferent. (Interestingly enough, critics call stamps 
the “least individual of all promotion tools.” ) 

Stamps and Profit: Pro—To make a profit on 
stamps, you have to increase your volume more than 
14%, says Eugene Beem of the University of Cal- 
ifornia. Harvey Vredenburg of the University of 
Iowa makes a similar estimate. He puts the break- 


22. Deaawt 


even point for service stations between 10% and 
and 13%, if operating expenses are fixed. (Prof. 
Vredenburg is currently conducting a study of trad- 
ing stamps for American Petroleum Institute’s mar- 
keting division.) 

The Ohio jobber whose business picked up 80% 
says most of his dealers got a net profit increase 
from stamps. This was due partly to a favorable 
rent plan based on gallonage up to 250,000 gal. a 
year. Beyond that, rents are fixed. 

A major oil company marketing manager advises 
dealers to take on stamps for this reason: consider- 
ing all expenses, dealers break even on stamps with 
a 20% increase. It’s his experience that a dealer 
can expect at least a 40% jump from stamps. 

In December of last year, Chicago dealer William 
Mattarozzi lost 10% of his 100,000 gal. per month 
business to stamp competition. In January, he took 
on stamps himself, boosted volume by 13,000 gal. 
February and March ran 10,000 gal. ahead of last 
year and April was up by 18,000 gal. Mattarozzi 
estimates that his profit, after deducting stamp ex- 
penses, will be 6% to 8% higher than last year. 

San Antonio jobber Leslie Neal says his increases 
from stamps are “normally enough to offset the 
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added cost.” Neal buys stamps in bulk, resells them 
to his dealers, absorbing part of the cost himself. 
Even so, he finds the promotion “cheap and effec- 
tive.” 

“Stamps are a competitive nuisance,” says De- 
troit dealer Kenneth Cookson. But he uses them 
and expects to get his investment back by selling 
TBA and service work to customers attracted by the 
stamps. New Jersey dealer Gene Giardini says 
stamps are profitable; he doubled his volume with- 
out adding to overhead. 

Jobber Bill Lee in suburban Denver comments, 
“Stamps are a help. They’ve been a business aid to 
me. I’ve had them so long, I don’t think I could 
get along without them.” 

Stamps and Profit: Con—There’s another side to 
the same coin. Many oil men snort at the idea that 
stamps bring added profit. 

Ben Arkin, another Denver jobber, says, “I’ve 
been giving stamps for three years and they don’t 
do me a bit of good. They don’t build profit or 
volume.” 

A major company division manager in St. Louis 
echoes this feeling: “Dealers hate stamps like a 
cancer. They keep eating into profits. As more 
stations get them, the original advantages are lost.” 

A Detroit accountant specializing in service sta- 
tion accounts claims dealers lose 0.8¢ per gal. on 
stamps. “Stamps keep business at a level, but don’t 
increase it. Some of my clients pay more for stamps 
than they do for rent.” 


> 
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John Gannon, a New Jersey dealer, has never 
used stamps. “Even without stamps, there isn’t 
much left to dealers,” he says. “I can add and sub- 
tract and I think stamps cost dealers too much.” 

A Harrisburg jobber cites one of his dealers as 
typical. “He was paying nearly $100 a month for 
stamps, without attracting any new business. It was 
rough going until he broke his contract with the 
stamp company.” 

A Shreveport, La., dealer reports he held out 
against stamps for two years. His volume dropped 
20%. Finally he took on stamps and regained the 
lost volume. But his net profit was no higher than 
before he added stamps. 

More oil men seem to be against stamps than for 
them. Included in the opposition camp are many 
present stamp users. Marketing experts say the 
question is: Would any other promotion have 
helped those dealers who flunked the stamp test? 


What Stamps Won’t Do—‘Stamps are no uni- 
versal panacea,” says a West Coast jobber. They 
can’t make a bad dealer a good one. They can’t lift 
an inherently bad station out of the doldrums. If 
stamps aren’t chosen wisely and used properly, 
they'll cost the dealer a lot of money and give him 
nothing in return. 

One old bugaboo does seem to be fading, how- 
ever. That’s the belief that once you take on stamps, 
you can never get rid of them. It’s an uphill struggle 
for dealers who drop stamps, but more and more 


Big Debate: Are Stamps Good or Bad?* 


A marketer says... 


“Stamps cost too much; you need too big 
an increase in business to cover the cost 
of using stamps.” 


“Stamps are responsible for price wars. 
If the competition doesn’t have them, they 
look on them as a discount or price cut.” 


“When stamps saturate an area, any 
original advantage disappears.” 


“Stamp people are damn liars when they 
say redemption is 90%. It’s closer to 


50%." 
*Marketers’ comments above are typical of negative 


views expressed to NPN editors. Not all marketers, of 
course, dislike stamps, as the accompanying article 
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A stamp man replies .. . 


“Experience is contrary to this, Normally, 
volume increases more than enough to 
offset the cost of stamps.” 

“Intense competition produces price wars. 
Stamps can‘t start them, nor stop them. 
Thousands compete successfully against 
stamps without resort to price wars.” 
“Stamps are a lot like advertising. When 
everybody advertises, the best advertis- 
ing pulls best. And the man with the best 
stamp plan wins.” 

“Our auditors found in a study of the 
last 15 years that the redemption rate 
was 97.487%, The Treasury Dept. ex- 
amines our books, and in 

our tax assumes at least 95% redemp- 
tion,” 

shows. The stamp man’s replies come from Frank P. 


Rossi, executive vice president of Sperry and Hutchin- 
son Co. (S&H Green Stamps), the largest stamp company. 
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are finding that other promotional tools can fill the 
gap. 

Factors to Consider—A little forethought may 
save you headaches later. Here are a few questions 
to ask yourself if you’re thinking of adding stamps: 

(1) Have you considered other promotions? 

(2) Are there unique features of the operation 
that you might be able to merchandise? 

(3) Can the dealer handle a volume increase 
without adding facilities or personnel? 

(4) Is your present share of the market low 
enough to justify increased promotional effort? 

(5) Is the market stable? 

(6) Are customers already premium-conscious? 

(7) Can the dealer get a well-known, reliable 
plan with a supermarket tie-in? 

(8) Can the dealer afford the added cost? 

What Stamps Cost—Stamps are usually sold in 
books of 5,000, costing from $10 to $15 apiece. 
Each book has enough stamps for $500 in gross 
sales, since one stamp is given with each 10¢ pur- 
chase. The dealer’s investment is thus from 2% to 
3% of gross sales. At a retail price of 25¢ per gal., 
his cost per gal. is 0.50¢. As the pump price goes 
up, so does the per-gallon cost of stamps. It may be 
as high as 1.05¢. 

(NPN has prepared complete tables showing cost 
breakdowns at various price levels and dealer mar- 
gins. Write for sheet TS-2.) 

Some stamp plans are even cheaper. Company- 
owned plans usually sell 5,000 stamps for less than 
$10 per book. Frontier Refining’s Platinum stamps 
cost $9.95 per 5,000. Co-operatively owned plans 
may also be less. One stamp company, United Trad- 
ing Stamp Corp., of Philadelphia, charges dealers 
when stamps are redeemed by customers. United 
claims its cost is less that 1% of gross sales. 

The total amount a dealer spends on stamps 
varies. Small dealers may get by for less than $100 
per month. But a St. Louis jobber, pumping 1.5- 
million gal. per year at a station, admits he spends 
$20,000 a year on stamps. 

Any stamp plan has hidden costs and cost reliefs. 
A big stamp company, for instance, guarantees 
high-volume stores that when business reaches a 
certain point, the plan’s cost will not exceed 2% of 


gross sales. Most dealers have volumes too Iow to 
take advantage of such an offer. 

Hidden Costs—Dealers may find they have to 
add help, lube bays, even pumps to handle increases 
in volume. These expenses must be figured as part 
of the cost of stamps. 

Stamps are usually given on the total pump price. 
That includes tax. A jobber recently estimated that 
a 200,000 gal. a year station would lose $540 a 
year by giving stamps on the tax portion. No law 
says you have to give stamps on tax, but customers 
are hard to convince. 

If rentals are calculated on gallonage, your deal- 
ers should figure higher rents as part of stamp cost. 
And you might as well allow for some cheating and 
stealing. A St. Louis independent says it’s common: 
“Many people who wouldn’t take a penny think 
nothing of stealing stamps.” 

Giving extra stamps is probably the biggest hid- 
den expense. In some parts of the country, double 
and triple stamp days aren’t unusual. One Chicago 
dealer nearly blew his supplier out of his chair by 
announcing a “Quadruple Stamp Day.” Besides 
bonus stamp days, punch cards are a common pro- 
motion. A motorist gets his stamps with each pur- 
chase, and an extra fistful when he has completed 
a $50 or $100 punch card. Reputable stamp com- 
panies try to discourage or restrict multiple stamp- 
ing, but it goes on. 

Hidden Reliefs—Stamps may help the plus side 
of the ledger, too. If a dealer is using an extensive 
promotion plan when he takes on stamps, he can 
usually drop a large part of it. He may also drop his 
“loss leaders”. If a dealer hasn’t been utilizing his 
help or facilities fully, increased volume may give 
him a chance to improve his efficiency. 

Stamps are usually given on purchase units of 
10¢ and their multiples. The few cents over the 10¢ 
unit on which stamps are not given is called “break- 
age.” It operates in favor of the dealer, although in 
small-volume stations, the saving is insignificant. 

Fuel oil jobbers say stamps are useful in reducing 
credit delinquencies. They give stamps to customers 
who pay their bills by a certain date. The practice 
isn’t widely followed at stations, since much credit 
buying is on supplier cards. 
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HARD SELL and sharp service are better than stamps. They'll boost profit, not overhead 


How You Can Combat Stamps 


Individual dealers and marketers can prosper 
without stamps, in spite of stamp competition. 

The best weapon is a good offense. If stamps or 
any other promotion are taken on defensively, 
they'll do little good. Creative merchandising, sales- 
manship and service are needed in any competitive 
struggle. 

The high cost of stamps often ties the hands of 
the dealer who uses them. He can’t do anything 
else. That’s why one expert says stamps in a com- 
petitive station aren’t a “threat.” They’re a chance 
for a sharp dealer to develop his own non-stamp 
attractions. 

What Dealers Can Do—lIt’s no accident that 
many successful dealers have big service and acces- 
sory sales. For most types of retail operation, suc- 
cess depends on offering as full a range as possible 
of services. An all-out merchandising effort is built 
around making the customer want and need what 
you have to offer—stamps or no stamps. 

But even more than the line of “services for hire,” 
it’s the free extras that make the difference. Michi- 
gan dealer Sam Reeve (NPN—Oct. 56, p108) of- 
fers a wide choice of extras, extending from drive- 
way plowing to chasing stray dogs. Reeve figures it 
costs him $6.26 a year to get and hold a customer. 
But it’s a safe investment. A stamp-giving station 
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across the street has never been able to crack 
Reeve’s customer loyalty. 

Sharp pump island service plays a big role. Pri- 
vate branders don’t offer extras as Reeve does. Their 
success comes from giving customers a royal wel- 
come at the island. 

Neighborhood solicitation is important. A major 
marketing manager says, “No one ever got mad 
because a dealer rang his bell to ask for his busi- 
ness.” Similarly, advertising pays off, even for small 
dealers. Cleanliness, courtesy, community activities 

a host of “old standbys” can make your stations 
tough for stamps to beat. 

What Not to Do—There’s another way to fight 
stamps——panic. Giant lotteries and runaway give- 
away programs won’t do you much good. They’ll 
eat into profit and boost your overhead. A Chicago 
dealer recently gave away $30,000 worth of mer- 
chandise at his opening. Even his 100,000-gal.-a- 
month volume couldn’t make up for that loss. 

Slashing prices wildly sometimes beats stamps 
temporarily. It’s also a pretty sure road to self-ruin. 
Stamps were blamed for touching off price wars 
recently in Shreveport, La., San Antonio, Tex., and 
Tucson, Ariz. 

There are dissenters who don’t think stamps start 
price wars. “Majors could help everybody if they’d 
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stop blaming price wars on stamps,” says a Midwest 
independent. 

“Those who blame price wars on stamps are too 
prone to blame their troubles on everyone but 
themselves,” says an official of Eagle Stamps. A 
major executive reluctantly agrees: “Stamps don’t 
cause price wars.” What does? “Oversupply.” 

Suppliers and Jobbers Can Help—‘Stamps pro- 
vide a test of the suppliers’ intentions toward deal- 
ers,” says an association official. “They can move 
more product with stamps. But if they’re as inter- 
ested in dealers as they claim, they'll do something 
about stamps.” 

Majors recently have begun building dealer-aid 
programs around station merchandisers who help 
retailers with promotion problems. Merchandisers 
cover a lot of ground; they handle from 15 to 50 
stations. By comparison, private brand merchan- 
disers may handle from 4 to 10. 

Can suppliers increase the number of merchan- 
disers? “Out of the question,” says a major execu- 
tive. “Private branders need more than we do, be- 
cause they have to move goods fast.” 

Nevertheless some majors are already offering 
special help to stamp-embattled dealers. One sends 
out two-man teams to ring door bells in the neigh- 
borhood. The gimmick is a free lube job. Results 
have been good: average gallonage in stamp areas 
is up between 4,000 and 6,000 gal. per month. 

A Southwest marketer makes another suggestion: 
a petroleum consumption study in strong stamp 
areas. Such a study, he says, might point out 
where stamps do no good at all. He also says majors 
ought to offer more advertising advice and aid, and 
should continue to improve dealer training. 

One thing is sure: suppliers and jobbers don’t 
help by pushing dealers to give stamps. In many 
sections of the country, dealers believe they are 
under heavy pressure to take them on. 

Cash Hawley, executive secretary of the Mich- 
igan dealer group, says, “In many instances, com- 
pany salesmen have used strong language to make 
their dealers take on trading stamps.” Victor Pos- 
tillion, executive secretary of the Chicago dealer 
group, says stamp pressures point up the “landlord- 


A marketer says... 


“Eventually stamps will kill themselves. 
If there's no advantage, why pay extra.” 


sharecropper” relationship between dealers and 
majors. 

Suppliers have to take strong, fast action against 
salesmen who step out of line. Standard of Indiana 
is reissuing a policy statement in effect since 1939 
recognizing the independence of dealers. Salesmen 
will be required to read it and, in a letter to head- 
quarters, promise to abide by it. 

Organized Effort? 
banded together to drop stamps. Newcastle and 
Indianapolis, Ind., are examples. 

But there are pitfalls. Oakland County, Mich., 
dealers tried to do it, but dealers across the main 
stree 
Oakland dealers eventually gave up the idea. In 
other instances, a few holdouts have stopped such 
plans before they started. 

Occasionally, quiet “reasoning” has worked 
where organized action didn’t. Cincinnati dealers 
have long resisted stamps. Even now, only about 
18% have them. Influential dealers are said to be 
the reason. Stamp use in New York City has been 
held to an estimated 1% by the same technique. 


Are there legal ways to ban stamps? Since 1887, 
groups and individuals have been battling premiums 
and stamps through courts and legislatures—with 
little success. Most recently, a New Jersey court 
ruled against the state which sought title to all un- 
redeemed stamps. Had the suit been successful, 
several stamp companies might have been hurt. 

Legislation against stamps is generally doomed 
to failure. The constitution protects free enterprise; 
the stamp industry is an established, legitimate in- 
dustry. Even in Canada, where laws unfavorable to 
stamps exist, a few plans operate. The single excep- 
tion is Washington, D.C. where stamps are legally 
forbidden. 


Some marketers look to API for help. They want 
an industry-wide advertising effort against stamps. 
The idea gets a cool reception. Reasons: possible 
price-fixing implications; difficulty of getting agree- 
ment on aims; high costs. API is doing its best, most 
oil men say, by granting the Univ. of Iowa $5,000 
to study stamps in oil marketing. Prof. Harvey 
Vredenburg’s report is expected this fall. 


A stamp man replies .. . 


“Merchants across the country have used 
stamps for 60 years. If they didn’t pay 
off they'd have died long ago.” 


“lf this man means any promotion is a 
crutch, he’s entitled to his view. But we 
don‘t agree. Nor would any normal mer- 
chant seeking competitive advantage.” 


NATIONAL PETROLEUM NEWS * June, 1958 





How to Control Trading Stamps 


The quickest way to go broke is to get caught 
in a trading stamp war. Multiple stamping isn’t as 
strong as it once was, but in some sections of the 
country it’s still a problem. 


Choose a Reliable Company—One key to con- 
trolling stamps is the company you choose. Here’s 
what to look for: 


(1) Is the plan well-known? Does it have good 
consumer acceptance? 

(2) Does the plan have a tie-in with a near-by 
supermarket? 

(3) Are redemptions high—at least 90%? Are 
redemption centers near and well-stocked with top 
quality branded merchandise? 

(4) Does the stamp company give prompt serv- 
ice on complaints from customers? 

(5) Does the stamp company give exclusive fran- 
chise areas to dealers? Does it respect those areas 
or change them to suit itself? 

(6) Does the stamp company give merchandising 
and advertising help to dealers? 

(7) Is the cost low as possible? 


How to Merchandise—Stamps companies give 
plenty of point-of-sale material. They help with 
direct mail, too. But a dealer can still do a lot for 
himself. 

Many marketers advise dealers not to skimp on 
giving stamps. Give them on all products and serv- 
ices and to all customers, old and new. A Martin 
station in Dubuque, Iowa, does just that. Its bill- 
board reads, “$1 free if we don’t offer you stamps 
and clean your windshield.” In Newton, lowa, a 
Texaco station similarly advertises, “100 stamps 
free if we fail to offer you stamps.” 

Some marketers disagree. They claim dealers can 
save money by giving stamps only on gasoline and 
oil—not on accessories and services. They advise 
dealers to attract customers with limited stamp giv- 
ing and pay for the stamps by pushing TBA. Others 
say that since stamps are designed to get new busi- 
ness, there’s no sense in giving them to regular 
customers. Liberal stamp givers reply that plans 
used only half the time work only half the time. 

Several dealers offer two or more kinds of stamp. 
A Port Jervis, N. Y., retailer has one franchise 
himself and buys a second brand from a non-com- 
peting retailer. The end-all of this idea was out- 
lined by a Chicago jobber recently. He planned to 
issue food chits for stamp-giving grocery stores and 
advertise “All stamps given here.” 

Can You Cut Expenses?—One cost-cutting 
method is to raise the price of products when stamps 
are given. Studies show supermarkets usually avoid 
the practice, but in service stations it seems to be 
on the rise. 


The plan works two ways: a dealer may make an 
across-the-board increase in gasoline prices and 
give stamps to everybody. Or he may “split” his 
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pumps, charging more for gasoline at the pumps 
where stamps are given. Both schemes are common. 

Stamp companies don’t like the idea, and some 
threaten to cancel the franchise if a dealer persists. 
They argue that increased volume takes care of the 
stamp expense. It’s a serious problem for them: 
they don’t want to be identified in the public mind 
with price increases. 

Reports from dealers, however, show good con- 
sumer reactions. A Detroit area retailer with a 
“split” pump system says 75% of his customers 
choose the stamp pumps and pay 1¢ more. A New 
Orleans jobber charges 2¢ more at the stamp pump. 
He also reports that 75% pay more for stamps. 

Private plans—Oil companies or groups of mer- 
chants often form their own stamp plans. There are 
two advantages: the stamp can be more closely 
identified with the company’s brand name, increas- 
ing promotional value; and costs are lower when 
outside profit is eliminated. 

Only one integrated oil company has its own 
stamp plan at present—Frontier Refining Co. (NPN 
—Feb. ’57, p119). Several others have considered 
it, but there’s little chance that any of them will 
start one soon. Private branders, on the other hand, 
do have long-standing and profitable plans. Among 
them are Oklahoma, Bonded of Ohio, Clark, Star, 
Site, Red Head, Martin and Mars. 

A year and a half ago, West Coast independent 
grocers formed their own plan—Blue Chip. They 
wanted to saturate the market with stamps, make 
them unprofitable, and eventually eliminate them as 
a competitive factor. Recently, Blue Chip’s thinking 
has changed; executives don’t think stamps can be 
driven out of existence. The company is now trying 
to make stamps as painless as possible through low 
prices. 

Many jobbers run their own plans, stamp com- 
petition or not. Coupons are usually redeemable at 
stations; costs are often lower than the cheapest 
outside stamp plan. Specialized premium service 
companies can help set up such plans. There are 
two drawbacks: merchandise is often more limited 
than that of big stamp companies; and the appeal 
of such plans is limited by lack of a supermarket 
tie-in. 

How Jobbers and Suppliers Can Help—Dealers 
want more favorable rental plans with a ceiling on 
monthly payments so that gallonage increases won't 
necessarily bring a higher overhead. 

Some jobbers find it pays to help dealers with 
part of the stamp costs. Others buy stamps in bulk 
and resell them to dealers at cost. Suppliers can do 
this too. Humble Oil Co. is experimenting with 
bulk stamp buying in San Antonio. Speedway Pe- 
troleum buys direct from the Gold Bell Stamp Co. 
and delivers stamps to dealers along with products. 

Suppliers can also help by studying market con- 
ditions and furnishing dealers with information on 
what plans are available and how to use them. 





Special Report 





IN SOME AREAS of the country, marketers have 
almost forgotten what it was like to compete with- 
out stamps. In others, stamps are new and con- 
troversial; they make for heated debate whenever 
oil men meet. Here’s the picture from coast to coast. 


The East 
‘Slow Market, Fast Stamps _ 


Eastern marketers, battered by price wars, would 
like to see trading stamps disappear from the com- 
petitive market. 

But stamps remain relatively strong here. From 
30% to 50% of New England service stations have 
them; so do 30% of upstate New York dealers. In 
explosive New Jersey, about 16% use stamps, and 
estimates by individual oil companies run as high 
as 30%. 

Maine is said to be a stronghold of stamps. A 
reported 50% to 60% of service stations give them. 
From 30% to 40% of fuel oil dealers use them as 
a discount to promote prompt payment of credit 
accounts. 

The larger cities report the lowest extent of stamp 
usage. Philadelphia claims from 7% to 15% usage. 
In New York City, less than 1% of all dealers 
have stamps. 

Stamps strongest nationwide are also strongest in 
the East: S&H, Triple $, Top Value and Merchants 
Green. 

Stamp questions keep popping up in legislatures 
and courts. Washington, D.C., is ihe only area of 
the country with a legal ban on them. A Massachu- 
setts court, in upholding that state’s fair trade law, 
recently ruled trading stamps given on fair trade 
items a violation of the law. On the other side of 
the fence, a bill requiring stamp companies to post 
a $500,000 bond in Virginia died in the legislature, 
and a New Jersey court voided an attempt by the 
state to claim title to unredeemed stamps. 


Most Rapid Growth Rate 


The Midwest is the hottest stamp region in the 
country right now. Growth rates of stamps in serv- 
ice stations range from 200% -300% in Ohio up to 
1000% in Michigan and Minnesota in the last 
five years. 





Several of the major stamp plans are headquar- 
tered here. Top Value is in Dayton, Gold Bell in 
Detroit, King Korn in Chicago, Eagle in St. Louis, 
and Gold Bond in Minneapolis. 

Ohio is relatively free of multiple stamping. 


Regions: The Stamp 


Stamp usage is 50% in some cities, down to almost 
nothing in rural areas. Some of the oldest private 
brand stamp plans are in Ohio. Among them are 
Red Head of Wooster and Sun Flash of Columbus. 

Stamp usage in Minnesota doubled in the last 
year alone. Surveys show that 50% of dealers give 
them; in Minneapolis, the figure is 70%. A news- 
paper survey found 87% of adult Minnesotans 
saving stamps—a rise of 79% since August, 1954. 

St. Louis is one of the oldest stamp-using areas 
in the Midwest—and still one of the hottest. For 
years, Eagle stamps had a corner on the market 
through a tie-in with Famous-Barr department 
stores. About two and a half years ago, S&H in- 
vaded, and the fun was on. About a dozen plans 
are now strong. The five-year growth rate is 400% 
to 500%. 

A recent survey shows that 51% of St. Louis 
dealers give stamps and do 75% of the total 
service station volume. A new St. Louis plan offers 
life insurance for filled stamp books. 

Stamps invaded Chicago last fall. Reportedly, 
supermarket chains there had agreed to give 30-day 
notice to each other before bringing in stamps. 
Kroger did so and broke its Top Value plan in 
October. The National Tea chain followed suit 
with S&H. A battle for service station franchises 
ensued, with Standard of Indiana stations hit the 
hardest. S&H apparently took the lion’s share. 
Rumors of an “under-the-table” deal between S&H 
and Standard were denied and remain unproven. 


The Southwest 
Multi-Stamps a Problem 





Southwest consumers like trading stamps. Stamp 
plans have posted increases of nearly 50% over-all 
in the last five years; in stamp-hungry cities like 
Houston and San Antonio, growth has been 200% 
in that time. 

Other stamp hotspots include Oklahoma City, 
Tulsa, Littlke Rock, Texarkana, Dallas-Ft. Worth, 
Pine Bluff, Ark., and Lake Charles and Shreve- 
port, La. 

Estimates of stamp usage by service stations in 
the region range as high as 50%. A recent Houston 
study disclosed that out of 1,494 stations, 35% 
of the major outlets and 42% of the private brand- 
ers gave stamps. Private brand stations numbered 
314, or 21.2%. About 20% of all stations handled 
two or more stamp brands. 

S&H is the strongest plan in the area, with Top 
Value not far behind. Others include Frontier, 
United (a “pay-on-redemption” plan), Gunn Bros., 
and Black Gold. The latter is a fast moving new- 
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Picture Across the Country 


comer owned by supermarkets. It reportedly gives 
no exclusive franchises. 

Multiple stamping is relatively widespread here. 
The most common practice is to give double stamps 
on fill-ups. Triple stamp days occasionally intrude. 
Some jobbers and dealers charge more for gasoline 
with stamps, in the face of heated opposition from 
stamp companies. 

Stamps enjoy a favorable legal climate in Okla- 
homa. A court there has ruled that stamps are a 
discount for cash, not a price cut. The ruling blasts 
hopes of merchants who had hoped to battle stamps 
with lower prices, despite fair trade laws. 


The Southeast 
Hot Spots Are Scattered 





Stamps appear to have made the fewest inroads 
in the Southeast. They’re stronger in the Gulf 
Coast states than on the Atlantic Seaboard, and 
“a definite factor” in Florida. 

The Tampa-St. Petersburg area is a hot spot, 
possibly because stamp-conscious tourists expect 
stamps wherever they go. The Florida legislature 
killed a bill last year designed to eliminate stamp 
plans from the state. 

Atlanta, Ga., is a strong stamp area. The Big 
Apple supermarket chain gives S&H stamps exclu- 
sively. There are 37 Big Apple stores within 150 
miles of Atlanta. A second chain, Colonial stores, 
has its own plan. 

Where stamps are strong, they arouse fierce 
southern devotion. A Knoxville, Tenn., school 
teacher was recently charged with swapping good 
grades for blocks of trading stamps. She denied it; 
said she was acting as a stamp clearing house for 
the P.T.A. 


The West 


Market Nearing Plateau 


Stamps scored some of their earliest successes 
in the West, but there are signs that the saturation 
point is being reached in a few spots. 

One of the first hotbeds reported was the Port- 
land-Eugene, Oreg., area. Current estimates are 
that 75% of Portland stations give stamps. State- 
wide, 60% to 70% have them. Over-all stamp 
volume is close to $5-million. There’s still some 
growth, but in the last three years only one new 
company has entered the state. In Washington, a 
law requires a $600 license fee, county by county, 
of stamp companies. It’s not strictly enforced. 

Some experts claim Denver gave rise to the mod- 
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ern surge of stamps. Supermarkets took on stamps 
in 1951, and proved them practical for mass food 
retailing. Currently, 60% of Denver stations give 
stamps. Growth in the last five years has been 
150% to 200%. 

Arizona is reportedly at a near-saturation level. 
Statewide, more than a third of dealers give stamps, 
but the heaviest concentration is in cities like Phoe- 
nix and Tucson. The latter is plagued by devastat- 
ing price and stamp wars. S&H is the top stamp 
over-all, although Gold Bond seems to have the 
edge in service stations. 

Standard of California, long-time holdout, is ex- 
perimenting with stamps at company-operated sta- 
tions in Salt Lake City and the San Francisco East 
Bay area. A recent survey in Salt Lake showed 
that 48% of service stations gave stamps. Major 
companies have 75% of total stations; 57% of 
major stations handle stamps. 

Stamps have enjoyed a 250% growth in San 
Francisco in the past five years. The growth in 
service station usage has been slightly less. In 
Standard’s experiment, volumes shot up 14% on 
the average in a few months. Blue Chip stamps 
were used. 

In Los Angeles, stamps had their heyday from 
1949 to 1953. Fly-by-nights abounded. Many have 
since died. Dan Lundberg, association secretary and 
author of a treatise on stamps, estimates usage by 
stations between 35% and 40%. Lundberg also 
says other promotion plans have declined because 
of stamps. Almost 90% of multipump stations 
gave premiums 18 months ago. Now, less than 5% 
do so. The rest compete via price. 


Canada 


Yankee Stamps, Go Home 


Stamps haven’t made much headway in Canada, 
and they aren’t likely to do so in the near future. 
Many retailers here look on them as an American 
headache. And this is one malady they wish United 
States merchants would keep to themselves. 

The 40,000-member Retail Merchants Assn. is 
actively lobbying against stamps. Technically, 
stamps may already be illegal under provisions of 
the criminal code, but there are loopholes 

Three stamp companies operate in Montreal and 
have quietly moved in on about 10% of service 
stations there. Toronto, swept by a price war, isn’t 
likely to go even that far. Two years ago, McColl- 
Frontenac interested some 30 Ontario dealers in a 
stamp plan, but enthusiasm waned despite sales 
gains of more than 20% 


What's ahead for stamps? Turn the page 
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What's Ahead for Trading Stamps? 


Oil marketers grudgingly predict many more 
years of heavy stamp competition. Only if the eco- 
omy declines sharply is there a chance that stamps 
may be cut back. Historically, stamps are strongest 
in prosperity, but tend to recede during bad times, 
when price merchandising becomes more important. 

The Boom Continues—Right now, there’s no 
evidence that stamp volume is shrinking. Sales 
curves of stamp companies aren’t rising as swiftly 
as a few years ago (“straight up,” says one stamp 
executive), but stamps still post healthy gains each 
year. Stamp company officials are optimistic about 
their chances for the next few years. 

The supermarket field is a bellwether for service 
station usage of stamps. The more chain stores use 
stamps, the more service stations are likely to fol- 
low. Safeway, long a holdout against stamps, ap- 
pears to have capitulated. Gold Bond stamps are 
popping up in several markets. The A&P chain, 
volume leader in supermarkets and also a holdout, 
has reactivated its Royal Gold Stamp Co. as a 
precaution. 

Fly-by-night stamp operations have been folding 
rapidly for the past two years. If anything, the re- 
maining companies seem to be getting stronger, 
more respectable and more widely distributed. Tri- 
ple S Stamps, a Grand Union-owned plan, is ready- 
ing to “invade” New England. Gold Bond could 
spread rapidly through a Safeway tie-in. 

The number of stamp savers will continue to 
grow and so will stores giving stamps. Look for 
more varied retail lines giving stamps. A builder 
recently offered stamps to persons who inspected 
his model home. It’s doubtful he’d give stamps on 


the purchase of a house, but if he did, it would be 
the equivalent of furnishing several rooms free. The 
old gag about the undertaker who gave stamps 
might seem far-fetched, but a Times Square Skee- 
Ball emporium does give them to winners. 

Special Uses—Merchants will continue to come 
up with offbeat ways to use stamp plans. 

Stamp men are talking about a “block system” 
for retail stores. Under the plan, all stores in a 
certain area would give the same kind of stamp. 
Customers then might shop in one town or another, 
according to stamp preferences. 

Chain stores currently promote private brands 
by giving bonus stamps on them. Banks use them, 
giving up to 500 stamps for new accounts. A few 
merchants reportedly give stamps to shoppers just 
for entering the store. 

You can expect a broader array of premiums 
offered. Stamp men expect consumers to save longer 
and get bigger premiums. Right now, you can get 
parakeets, grand pianos, life insurance, Cadillacs, 
scenic boat trips and exotic curios from around 
the world delivered to your doorstep. One plan 
specializes in U. S. Savings Bonds. 

Triple S stamps recently helped furnish a paro- 
chial school in New Jersey. Parishioners saved 
4,350 books of stamps and in return were given 420 
students’ desks and chairs and seven teachers’ desks 
and chairs. The 4,350 filled books represented total 
purchases worth $543,600. 

We know one man who’s unimpressed by that. 
He says he’s holding out for a stamp plan that’ll 
pay college tuition for his four kids. The way 
stamps are going, he might get it. 


Facts About the Stamp Industry 


Stamps are at the peak of the biggest boom in 
their long history. An estimated 40-million Ameri- 
can families save these gummed pieces of paper 
and nearly 200,000 retailers give them out. Stamp 
companies distributed nearly $500-million worth of 
goods (retail prices) last year. 

There are more than 300 stamp companies in 
operation, not counting 800-1,200 private stamp 
plans. Four of the top six stamps are controlled by 
supermarket chains: Top Value by Kroger of Day- 
ton; Triple S by Grand Union of Hackensack, 
N. J.; Merchants Green by Food Fair of Philadel- 
phia; and Gold Bell by Wrigley of Detroit. 

The two leading independents are the Sperry 
and Hutchinson Co. of New York and the Gold 
Bond Stamp Co. of Minneapolis. S&H is by far the 
largest and oldest of stamp companies. 

But the B. T. Babbitt Co. is credited with the 
introduction of premium merchandising to the U. S. 


Babbitt began putting coupons inside soap wrappers 
in 1851. The coupons were redeemable for litho- 
graphed pictures. Stamps as such were introduced 
in 1891 at Schuster’s department store in Milwau- 
kee. S&H entered the field in 1896. 

The top stamp companies claim to have redemp- 
tion rates above 90%. The government accepts such 
claims as valid for tax purposes. 

Stamp companies make the bulk of their profit 
by buying goods at a volume discount and redeem- 
ing stamps at retail price equivalents. In some cases 
their markup ranges as high as 50%. Corporate 
profits, however, are not unusually high. S&H re- 
ported a net return of 4.4% on sales in 1956. 

Some large stamp firms are currently under fire 
from dealer groups, who charge that the stamp 
companies have secretly signed franchise agree- 
ments with major oil companies. Both the oil and 
stamp companies deny the charges. 
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General 


Standard Puts the Squeeze On 


The California chevron comes east 
this month. Here’s what it means 
to marketers around the country 


FROM MAINE TO VIRGINIA, Calso stations 
are being “chevronized.” 

The red-white-and-blue chevron—up to now 
seen only on Standard Oil Co. of California facil- 
ities in the West—is hitting the pumps of all Cali- 
fornia Oil Co. stations this month. The 12-year-old 
Standard subsidiary has made the big time. 

The “chevronizing” will involve two steps (as 
reported in NPN—May, p67): 

e@ Conversion of Caloil’s gasoline brand from 
“Calso” to “Chevron,” continuing the present 
Calso station identification signs. This is now under 
way: Virtually all of Caloil’s 2,100 dealers and 70 
jobbers are expected to be sporting Chevron pumps 
by the end of the month. 

e Conversion of station identification to the 
Chevron brand—scheduled for mid-1959. Total 
cost of both conversions is pegged at about $1.9- 
million. 

With this move, the parent company officially 
serves notice that it’s shooting for national coverage 
in the long run. Discussing the Calso changeover, 
Standard president T. S. Petersen put it this way: 
“Establishment of [California Oil} in 1946 was a 
reflection of the aspirations of Standard of Cali- 
fornia to become, as much as possible, a nation- 
wide and worldwide concern. We have come a 
long way toward that goal in the intervening 
YONG i. 

That doesn’t mean Chevrons will start popping 
up all over the country—though that’s an eventual 
possibility. It does mean that Standard’s starting 
to put the squeeze on (see map). 

Here’s Why—lIn the Battle of the Standards, 
(NPN—July °56, p96), the California giant isn’t 
sitting still. It can’t afford to: while Standard Oil 
Co. (N. J.) is entrenching itself in the Midwest, its 
subsidiary Carter Oil Co. is invading the Pacific 
Northwest. Marketers are laying odds that Jersey 
has an eye on the West Coast market. Rumor 
mills have Jersey—along with two other majors— 
angling for a large California independent. 

Standard of California is fighting back in the 
West through one of its own subsidiaries, the 
California Co. This subsidiary competes with Car- 
ter and Standard Oil Co. (Indiana) from the 
Rockies to western Nebraska, under the Chevron 
emblem (but not the Standard name). 

In the East, it’s Calso’s battle. It’s no secret 
that Esso Standard Oil Co. brass has long been 
touchy about the “so” in “Calso,” but thus far 
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the newcomer hasn’t built up enough marketing 
strength to give Esso a real fight. Now the push is 
on: California Oil intends to upgrade outlets and 
add new representation. That, plus growing na- 
tional recognition of the chevron brand, could 
help make Calso tougher in the East.* 

New Look—With the changeover, Caloil offi- 
cials hope to shed the stigma that built up in 
earlier years, when the words “Calso dealer” were 
synonymous with “price-cutter” in some areas. The 
company says it’s dropped its “irresponsible” dis- 
tributors and discontinued supply deals with pri- 
vate branders (except for one long-term contract). 

As for expansion, the main aim now is to close 
up the gaps in Caloil’s 12-state area. But the brand 
is already moving into North Carolina, and west- 
ward expansion is also likely (present western limit 
is the Harrisburg, Pa., area). 

To promote the brand change, Caloil’s ad budg- 
et has been upped from $1.2-million to $2-million 
a year. Heavy product advertising will be beamed 
at motorists to acquaint them with the new brand 
name. At the same time, a series of institutional 
ads will explain the change in names. The object 
is to keep customer confusion—and consequent 
gallonage loss—to a minimum. 

To administrate Caloil under the “new look,” 
there’ll be a realigned marketing organization. 

Former president B. W. Pickard goes to the 
parent company to become marketing vice presi- 
dent of its Western Operations division (NPN— 
May, p166). Caloil’s new president is E. E. Wall, 
former marketing vice president. He'll be assisted 
by vice president W. S. Morris, former general 
sales manager. 

Two new regional offices (New England and 
New York) consolidate former district offices. G. S. 
Cranmer and D. J. Bowen will be assistant general 
managers of marketing for each region. a 


*It could also complicate things for credit card buyers 
Under an exchange with Standard, Esso’s card is valid at 
“Chevron” stations. But Caloil doesn’t plan to accept Esso 


cards 





Brief But Significant 


Station sales up .. . building down... tough talk on billboard rules .. . 


selling gasoline values . . . lube needed for outboard engines 


> Total station sales for the first quar- 
ter of this year were 5% higher than 
the same period last year, the Census 
Bureau reports. Total domestic de- 
mand was about even for the period. 
Domestic gasoline demand was down 
about 1.7% for the quarter; up 3.4% 
in April. Domestic demand for resid- 
ual fuel, a good measure of industrial 
activity, was down more than 12%. 


SIGNIFICANCE: Sales in retail market- 
ing are ahead of most of the economy 
(as predicted, NPN—Jan. p76). But 
profits aren’t very good (see p143). 


® Observers say major marketers in 
the Southwest have “pulled in their 
horns” on new station construction. 
Some marketers say new building is 
down at least 50% over-all. 


SIGNIFICANCE: The freeze on new 
building will probably continue until 
better profit reports can be shown to 
stockholders, says a major. 


> Three companies Esso, Amoco 
and Tidewater—are using an econ- 
omy theme in new advertising cam- 
paigns. All three campaigns are de- 
signed to hit peak stride during the 
summer months. 


SIGNIFICANCE: Advertisers are trying 
to turn the tide of recession thinking 
with bigger-than-ever hard sell efforts. 


& Office of Defense Mobilization is 
again considering whether to offer 
government loan guarantees to com- 
panies that propose to build oil pipe 
lines from the Gulf to the East and 
West Coasts. 


SIGNIFICANCE: With government back- 
ing, American Pipeline Corp. would 
build a products line from Texas to 
New Jersey; West Coast Pipeline Co. 
would build a crude line from West 
Texas to Los Angeles. 


> The government has no plans to 
disallow sale or trade of crude oil 
imported under the voluntary restric- 
tion program—despite some criticism 
on this point. 


SIGNIFICANCE: Inland refiners, who 
might be hurt by such a ruling, can 
continue their normal exchange 
arrangements with companies situated 
nearer to seaports, 
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> Mohawk Refining Co. is appealing 
a recent FTC order to label re-refined 
lube oil as used, on packages and in 
advertising and promotion. Several 
other re-refiners have asked the FTC 
to stay similar orders, pending the 
outcome of the Mohawk case. 


SIGNIFICANCE: At issue is the FTC’s 
power to hand down such an order. 
The question has never been ruled on 
by the courts. 


& Speedway Petroleum is introducing 
two grades of gasoline at its stations. 
It’s been a one-grade marketer. 


SIGNIFICANCE: Speedway hopes the 
new campaign will help business in 
recession-hit Michigan. 


> Continental Oil Co. may use gas- 
fed, infra-red heaters as_ standard 
equipment in new stations in place of 
conventional gas units. It says results 
of recent tests “proved satisfactory.” 


SIGNIFICANCE: Conoco reports gas-fed, 
infra-red type heaters supply more 
warmth directly to station floors where 
added heat is needed. 


> Some ad men are blasting the car 
makers’ nationwide sales efforts, “You 
Auto Buy Now” campaign. They call 
it “sophomoric,” “bunk,” and “nega- 
tive.” 


SIGNIFICANCE: Despite the critics, 
Newspaper Bureau of Advertising 
estimates the promotion helped boost 
car sales by $50-million by the end 
of April. 


> The Hertz Corp. is opening a new 
subsidiary, Hertz Rent-A-Plane Sys- 
tem. Executives predict the first-year 
volume will be about $4-million. 


SIGNIFICANCE: Another sign of the 
growing importance of light planes as 
transportation— and as a_ potential 
gasoline market. 


> A big major with heavy consignee 
distribution is reportedly supplying 
new stations direct in some consignee 
areas. 


SIGNIFICANCE: The move is said to 
save the company money. But a com- 
petitor says consignees resent it, since 
it jeopardizes their function. 


> Tough new rules for billboards 
along the interstate highway system 
are being talked about by U.S. High- 
way chief Bertram D. Tallamy. For 
example: No private signs within two 
miles of the outer limits of an inter- 
change. Outside this restricted area, 
signs could be placed in a special 
two-mile strip—but only by businesses 
within 12 miles of the interchange. 
And signs would have to be a mile 
apart. 


SIGNIFICANCE: Highway chief Tallamy 
will recommend course of action to 
Commerce Secretary Weeks. 


> A leading major is raising stand- 
ards for dealers. Under a new policy, 
no station leases will be approved 
unless the prospective dealer puts in a 
week at a field training center. 


SIGNIFICANCE: The company says it 
would rather see a station remain 
closed than have it opened by a poorly 
prepared dealer. 


> Ethyl Corp. has launched a new 
promotion to counter consumer com- 
plaints that gasoline price is too high. 
Ethyl says today’s gasoline does 70% 
more work at 18% lower cost than it 
did in 1930—based on the distance 
one gal. of gasoline will move one ton 
of car. Ethyl hopes companies will use 
this pitch to reach the public. 


SIGNIFICANCE: This gives marketers 
new ammunition to sell the public on 
the value of gasoline. 


> Portable kerosine heaters in mul- 
tiple-family houses and unapproved 
kerosine heaters in other buildings 
will be outlawed in cities under 500,- 
000 in New York by July 1, 1959. 


SIGNIFICANCE: The law generally up- 
grades the status of oil heat and opens 
the door on a new market for centrally 
installed burner units. 


> Lube marketers should join with en- 
gine manufacturers to develop a satis- 
factory lubricant for two-cycle engines, 
says a marine engineer. Needed: stand- 
ard specifications for small engine use. 

SIGNIFICANCE: Lube men note that 


outboard motors alone are a 13-million 
gal. per year lube oil market. 
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Sales - Power Guaranteed! 


ASHLAND 


KENTUCKY 





TENNESSEE 


Let GUARANTEED A-PLUS build 
new station traffic for you! 


All over the Ashland Oil area, A-Plus success is outstanding and 
sales are growing bigger every day! A-Plus is the on/y super 
gasoline that’s Guaranteed More Powerful—or your customers’ 
money back! 

We back our A-Plus jobbers and dealers with a money-back 
guarantee—and with powerful promotion on radio and television, 
in newspapers and at the point-of-sale. 

So make the change to A-Plus, now...in time for bigger- 
than-ever summer sales. Call the nearest Ashland Oil office. 
Start discovering the powerful profit difference A-Plus can mean 
to you! 


ASHLAND OIL & 
REFINING COMPANY 


Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry Street-— BUFFALO, N. Y., 800 
Ellicott Square — CHICAGO, ILL., 6 N. Michigan Ave. — 
CINCINNATI, 0., 1402 Federal Reserve Bank Bidg. — 
CLARKSVILLE, IND., 214 Center St.— CLEVELAND, 0., 
Standard Bldg DETROIT, MICH., Dearborn P.O. Box 
6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 0., 
P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202 S. Third St NASHVILLE, TENN., 5 E. Main 

PADUCAH, KY.— PITTSBURGH, PA., 711 Park Bidg 


The Independent Brand 6otIndependents 
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SALES KEEP SOARING for Jimmy Lee, Paul Courty and Stewart Pomeroy—key men at Lee & Pomeroy 


How to Build Red Hot Sales 


Florida jobbers Jimmy Lee and Stewart Pomeroy just can't help 
overshooting their own sales targets. Result: Gross sales have 


multiplied four times in the last five years 


How Lee & Pomeroy Sales 
Have Zoomed Since 1953 


Year Ending 


1954 (11 mos.) 
1955 
1956 
1957 
1958 


Year Ending 


1954 (11 mos.) 
1955 
1956 
1957 
1958 


GROSS SALES 
$1,261,915 
2,397,596 
3,087,393 
3,982,584 
4,629,072 


GALLONAGE 
(All Products) 


5,108,290 
9,683,607 
13,193,525 
15,184,460 
18,055,037 


THE WESTERN HALF of Florida’s Hillsborough 
County is a lot smaller than the average jobber’s 
market area—but you’d never know it to look at 
Lee & Pomeroy’s sales figures. 

It all started when Jimmy Lee and Stewart Pom- 
eroy signed up to spearhead Phillips Petroleum 
Co.’s invasion of the Southeast. That was in June, 
1953, when they had 15 stations. Today they have 
88. 

Their area is Tampa and its suburbs—popula- 
tion about 270,000, estimated auto registrations 
about 145,000. Lee & Pomeroy attacked this mar- 
ket armed with a set of targets and a determination 
to hit them. 


How to Smash a Quota 


Figures tell how they did it. Before switching 
to Phillips, Lee & Pomeroy were longtime Shell 
Oil commission agents doing about 600,000 gal. 
of products a month. They controlled about 150,- 
000 gal. of this through 15 stations, which they 
brought over to Phillips. Another 11 owned sta- 
tions were under lease to another major. 

When they signed with Phillips, Lee & Pomeroy 
set up a five-year goal of 500,000 gal. a month. 
In June, 1953—their first month under the new 
brand—they did 163,908 gal. By their official 
opening month, August, they broke 500,000— 
thanks partly to the acquisition of Bay Oil Co., a 
23-station Republic Oil Refining jobber doing 
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GOOD DEALER RELATIONS are backed up by con- 
tests. Pomeroy (right) favors prizes like this polisher 


150,000 gal. a month in the Tampa area. (The 
deal was made on liberal terms, and Bay has since 
paid for itself out of earnings.) 

Lee & Pomeroy changed their five-year goal to 
750,000 gal. a month—and reached it in March, 
1954. The following December they hit the million 
mark and continued at that level through 1955, 
taking the leadership in Hillsborough County. 

The partners set a new goal in September, 1957: 
2-million gal. by December. They made it, and did 
it again in January. February was off, partly be- 
cause of bad tourist weather, but the three-month 
average was 2-million. The breakdown went this 
way: 

Gasoline Fuel oil and 
Gallonage diesel gallonage 
1,507,000 587,000 
1,256,000 771,000 
1,100,000 775,000 


Month 


December 
January 
February 


Figures for the last three months aren’t in yet, 
but Lee & Pomeroy have a new target: a minimum 
of 20-million gal. in 1958. At the same time, 
there’s another aim: “The best retail distribution 
of any company in any metropolitan area, any- 
where.” 

Here are the methods Lee & Pomeroy used to 
get a head start on this ambitious goal. They’re 
basic—but Lee & Pomeroy think attention to basics 
is the keystone of their success. 


Building Dealer Relations 


The Lee & Pomeroy policy boils down to this: 
“Treat the dealer like a human being. Don’t argue 
minor points. See to it that he makes money. And 
above all, make friends with him.” 

Lee & Pomeroy dealers don’t have to have 
money. “We help them with their financing,” says 


Stewart Pomeroy. “We don’t insist on a certain 
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GOOD LOCATIONS are one of Lee & Pomeroy’s 
long suits. This Tampa station does about 60,000 gal. 


amount of capital to cover inventory and equip- 
ment. Some of our best dealers started with nothing. 
We go on their paper at the bank. 

“We encourage them to let the bank finance 
them. Then they feel it’s more of a business trans- 
action, and at the same time they are building up 
bank credit. If their bank payments amount, say, 
to $150 a month, and they can safely pay only 
$100, we lend them the other $50. We take a 
calculated risk in doing this. We expect to take 
some losses, but they have been very few.” 

Lee & Pomeroy use all Phillips sales and engi- 
neering aids in helping their dealers. They'll give 
assistance to any dealer who seems to need it— 
either in the form of advertising or counsel. For 
example, they'll show a dealer the pros and cons 
of trading stamps (some Lee & Pomeroy dealers 
use them and some don’t, depending on the com- 
petition they have to meet). Pricewise, Tampa has 
its share of problems, but the Lee & Pomeroy rule 
is never to initiate a price cut—merely to follow. 

The Good Word—tThe partners say word gets 
around when a jobber’s dealer relations are good. 
As proof, applications from competitive dealers 
come in whenever they start building a new sta- 
tion. Lee & Pomeroy keep a dossier on all success- 
ful dealers in the Tampa area, know many of them 
personally. When they get an application, they’ve 
pretty well sized up the man. Selection is based 
on character and attention to duty, not capital. 

Make Them Hustle—lIncentive plans keep sta- 
tion men hopping, and helped push Lee & Pom- 
eroy’s TBA business to the $250,000 level last 
year. A series of quota contests doubled sales in 
one year. 

There are three contests a year now. In February 
and March, it’s accessories; April, May and June, 
batteries; July, August and September, tires. From 

(Continued on page 124) 





dea 
oe Pe AP, 


LEE & POMEROY FLEET, marshalled for picture, 
has five semis (3,600-6,700 gal.), two tank trucks 
(1,650 and 3,000) a 1,275-gal. truck, four 650’s for 
fuel oil, stake truck and pickup for TBA and oil 


(Begins on page 122) 
October through December there’s a special pro- 
motion on motor oils. 

Prizes are TV sets, portable battery charging 
equipment, Impactools, speed drills and polishers, 
outboard motors, movie cameras. A sweepstakes 
prize goes to the dealer who buys the biggest 
volume. 

Quotas are set up on a gallonage basis. In a tire 
contest, for example, stations doing under 10,000 
gal. a month get a $360 quota; under 12,000, 
$450; under 15,000, $540; under 17,500, $630, 
above 20,000, $720. Every dealer who makes 
quota gets a pocket lighter inscribed with his name 
and the title “Quota Buster.” 

Because Lee & Pomeroy encourage incentive 
plans, many dealers give their employes a cash 
incentive on TBA merchandise. 


Getting the Good Location 


One sure way to keep dealers happy is to put 
them in good locations. “A good dealer in a poor 
location will do fairly well,” says Jimmy Lee, “but 
a good dealer in a good location will do a tre- 
mendous job.” 

Lee points to a dealer who was doing 12,000 
gal. a month in a third-rate location. Moved to a 
good one, his sales immediately rose to 50,000. 
Says Lee, “A good dealer will not stay long in 
an inferior location.” 

Lee & Pomeroy have been buying sites for 20 
years; they now own some of the best corners in 
the Great Tampa area. “It’s not enough just to 
have a corner lot,” Stewart Pomeroy says. “It must 
be a corner on two principal traffic arteries. If the 
name of the side street is not readily recognized, 
chances are we wouldn’t be interested. 

“We don’t feel we have to have a station on 
every street,” says Pomeroy. “We have made a 
close study of why some stations are good and 
others not so good, not only among our own sta- 
tions but others as well. We have planned ahead. 
We have bought sites in growing areas or afeas 


that we felt would have substantial growth within 
a few years. 

“As a general rule, we have avoided downtown 
and old residential areas. Motorists often pass up 
downtown stations because of the difficulty of get- 
ting in and out. As for old residential areas, we 
feel that customer patterns have long been estab- 
lished, and it is more difficult to break in. 

“One result of our careful site selection is that 
some of our dealers do above 40,000 gal. a month, 
while a good many more hit about 25,000 gal.” 
Lee & Pomeroy’s station average was 15,702 gal. 
at the end of last year. Minimum is about 4,000 
gal. a month, though a few do no more than 2,500. 
The partners are proud that their last four stations 
built in 1957 did an aggregate 127,250 gal. in 
December—an average of 31,812. 

Long-Range Plans Pay—Lee & Pomeroy have 
worked with real estate brokers through the years. 
This helps them learn about new residential and 
commercial developments before they’re begun. 
One example: Lee & Pomeroy are in on the ground 
floor at Temple Terrace, where a big development 
is going up. It’s the site of a new $8-million state 
university; within two miles, Budweiser and Schlitz 
are building $20-million breweries. A little to the 
west, one of the state’s largest shopping areas is 
under construction. Phillips will be represented on 
several choice corners in Temple Terrace, thanks 
to advance planning by Lee & Pomeroy. 

Cost Factor—The partners build to Phillips spec- 
ifications: a two-bay station costs $22,000 to $30,- 
000, exclusive of land and equipment. Extra bays 
cost $1,500 to $2,000 each if added during con- 
struction, about $4,000 each if added later. Outside 
lights, gasoline pumps, air compressors, lift and 
other equipment average $10,000 per station, in- 
cluding installation. 

All new stations have three bays; where ground 
room permits, some have been enlarged to four. 
There’s a new emphasis on light repair at Lee & 
Pomeroy stations, and the partners say the extra 
bays have helped get better operators. Nearly all 
the company’s bigger dealers now handle light re- 
pairs. One station that was about to go under 
because of insufficient volume was enlarged from 
two to four bays for mechanical work; today it’s 
doing “tremendous” business, and the dealer is 
happy. 


Solving the Finance Problem 


“We started buying station sites on a shoe- 
string,” Jimmy Lee says. “Sometimes we bought 
outright at 10% down and 1% a month. In other 
cases we took an option to give us time to make 
a closer study and arrange bank financing.” 

But financing isn’t a problem today. “In mar- 
keters’ meetings I’ve heard many jobbers complain 
they can’t get adequate bank financing,” Lee says. 
“We started many years ago with one bank, the 
First National of Tampa, and we have grown 
with it. We borrowed money when we didn’t need 
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EXTRA SERVICE BAYS in new Lee & Pomeroy stations reflect an upswing in light repair work 


it, thus building up our line of credit for the times 
when we did need it.” 

Lee & Pomeroy have two methods of financing 
new stations: 

e If they own the land outright, they usually 
borrow a sufficient amount to build the station. 

e If they lease from property owners, they 
finance the station. The property owner builds 
according to Phillips plans, gives Lee & Pomeroy 
a mortgage on the property for the total cost 
of the building. Lee & Pomeroy then borrow 
around 80% of the amount of the mortgage. 

In a leasing deal, Lee & Pomeroy sometimes 
submit two or three Phillips designs and let the 
landowner choose. “Sometimes a man isn’t willing 
to make a deal unless the station meets his ideas, 
so we try to satisfy him,” says Lee. 

“Here’s how some of our lease deals have 
worked out. Let’s say we lease a piece of land 
valued at $30,000, with the property owner to con- 
struct a $30,000 station. We put up $6,000 and 
borrow the remainder, and make the station pay 
for itself. 

“Or a jobber can couple up with his supplier 
and reduce his own investment. In either case a 
jobber can make his money work for him about 
ten to one. We’ve done it repeatedly. Of course, 
the jobber must have established good credit rela- 
tions with his bank over a long period.” 

Lee & Pomeroy hasn’t used Phillips financing so 
far; the Tampa bank has sufficed. But the partners 
like their supplier’s financing plan and are con- 
sidering using it in future building. 


Expansion: There’s Still Room 


Recession to the contrary, Lee & Pomeroy con- 
tinue to grow in all directions: 

Stations—Since August, 1953, the company has 
built or helped finance 18 new stations, while ac- 
quiring 31 others. It’s lost six to obsolescence and 
road changes, four to competitors. That brings the 
grand total to 88 stations: 25 owned, 43 leased, 
20 on open dealer contracts. 

Construction of six more stations is slated for 
1958. In a few years, Lee & Pomeroy will also 
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begin serving eight stations that are now owned 
but leased to another oil company. 

TBA—Present warehouse space is no longer 
adequate. An addition will double the present size 
of warehouse (80° x 45’) and office (24 x 50’). 

Fuel Oil—Lee & Pomeroy feel that No. 2 oil 
and kerosine make up an area of expansion that 
hasn’t been explored fully enough (they’ve given 
up on commercial gasoline accounts). 

Last winter the company’s fuel oil operation was 
split: Lee & Pomeroy made direct deliveries to con- 
sumers on one side of town; on the other they sold 
wholesale to eight station dealers, who had bought 
fuel oil trucks on terms from Lee & Pomeroy. In 
January, the dealers’ sales ranged from 30,000 gal. 
to 73,000 gal. each. 

Up to now, fuel oil has represented about 40% 
of winter business and 10% of summer business. 
But before another winter rolls around, Lee & 
Pomeroy will build three substations in the north- 
ern part of the county for further expansion in 
fuel oil. 

Staff—To keep pace with company growth, the 
personnel roster has grown, too. In August, 1957, 
Paul J. Courty was hired away from Phillips’ 
lampa division office to become general sales man- 
ager. Ernest Hernandez became plant and ware- 
house superintendent and Martin DePoy became 
general office and credit manager 

Besides these key men, the staff numbers four 
office girls, four operations employes and eight 
truck drivers. 

Operations—Fuel oil trucks now pick up from 
a 16,000-gal. bulk plant and make direct deliveries. 
For gasoline, the bulk plant is used only in emer- 
gencies: 95% of Lee & Pomeroy volume is with- 
in 10 miles of Phillips’ Tampa terminal, and 1- 
million gal. a month are sold through stations 
within seven miles of Lee & Pomeroy’s office 

Five semitrailers, from 3,600 to 6,700 gal., de- 
liver to stations. Five stations use the Petinco sys- 
tem, providing additional storage and a chance for 
Lee & Pomeroy to deliver at their own convenience. 

Stewart Pomeroy and Jimmy Lee look at all this 
with a mixture of pride and prejudice. “Oil job- 
bing is the best business in any community,” is 
the way they sum it up. 





You don’t expect to find 
bicycle tires in cans... 


but motor oil in cans 





is a natural ! 


To millions of today’s motorists, motor oil and the quart 
can designed for it are inseparable. Thoughts of one suggest 
the other. There are good reasons for this close identity of 
product and package. 


Motorists are convinced that oil in cans is quality oil—clean, 
unadulterated, and identified by a brand name they know 
and trust. By putting your oil in cans, you take full advan- 
tage of this broad consumer acceptance. 


Yes, the motor oil can is a natural—for the refiner, the 
dealer and the motorist! 


TUNE IN! During 1958, Canco again supports its customers by 


sponsoring the top-rated CBS-TV show, DOUGLAS EDWARDS WITH 
THE NEWS, every Friday night. Check your paper for time. 


American Can Company 
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‘We Like Consignment Drops 


That's what three Midwest jobbers 
say after trying a ‘pay-later’ plan 
for their dealers 


DELINQUENT DEALERS are no longer a prob- 
lem to three Midwest jobbers who’ve switched from 
COD to consignment delivery. 


Acting independently of each other, the three 
came up with identical plans to lick the dealer 
accounts receivable problem. Basically, it’s a sim- 
ple bookkeeping switch that amounts to a “pay- 
me-after-you-sell-it” plan. 

Gerald Johnson of Minneapolis and Bob Tall- 
man of Fargo, N. D., charge nothing for interest 
and service. Fred Bogaert, Sr., of Marshalltown, 
Iowa, charges 0.2¢ gal. extra. “That’s cheaper for 
the dealer than borrowing from a bank,” he says. 

The jobbers like the plan for these reasons: 

@ It cuts dealer accounts receivable. Under con- 
signment, dealers owe the jobber nothing when 
deliveries are made, because the gasoline is still 
the jobber’s property. 

“Under COD,” says one jobber who has switched 
to the consignment plan, “you’d give a new dealer 
his first load, putting what he owes you on the 
books. “By the time the second load goes out, he’s 
already in trouble and he tells you he’ll pay for 
the second load, asking a credit extension for the 
first load. Pretty soon, you’ve got a 90-day accounts 
receivable on your hands and you begin to spend 
time trying to collect the money.” 

Says another jobber, “If a dealer gets into you 
for a transport load, you can write about $1,200 in 
accounts receivable on your books. If that happens 
too many times, your accounts receivable builds 
up to an awful load.” 

By making collection calls on a weekly basis, 
you can collect before he has a chance to spend 
the money he’s taken in. If a dealer begins to slow 
down on his pay-later payments, you can step up 
the frequency of your visits. “He'll soon catch on 
that it’s a good idea to pay you first,” one jobber 
says. 

e@ It makes the books look better. You don’t 
add business that builds up to a past-due account. 
“It really changes your financial picture when you 
go to your supplier or to the local bank for a loan,” 
says one jobber. 

e@ Dealers become better operators. “We spend 
an awful lot of time now trying to get dealers 
straightened out financially,” says a jobber who’s 
still using the COD system. Consignment does away 
with that time-consuming job. 

“Under COD,” says another jobber using the 
consignment idea, “we often found that dealers just 
didn’t have the money to pay for a full transport 
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HOW THE PLAN WORKS 


@ Jobber makes normal transport drop to dealer, 
after reading meters on gasoline dispensers 


@ Gasoline in dealer’s tanks is carried on the 
jobber's books as inventory 


@ Jobber representative makes regular calls to 
read dealer's meters, bill him and collect 


load, although they could pay for less. We delivered 
the full load anyhow and then worried about pay- 
ment. Now we just dump the load in his tanks, 
read his meters and pick up our money.” 

These jobbers think a dealer without financial 
worries does a better job of selling at the island. 
His relations with the jobber improve because he’s 
not looked upon as a deadbeat. 

e@ New dealers require less capital to get started 
in business. Adds jobber Johnson, “Another bene- 
fit is that the dealer now has money to buy TBA, 
to keep his stock up so that he can give better 
service to his customers.” 

e@ It saves on transport deliveries. Jobbers say 
they no longer have to juggle gasoline delivery 
schedules. In some cases, they delivered only the 
amount of gasoline dealers could pay for COD. 
That meant more frequent trips to stations. Now, 
instead of making three or four trips to a station 
to deliver the equivalent of a transport load, they 
do it in one swoop, saving truck operating costs 
and driving time by cutting down on unnecessary 
trips. 

e@ It helps dealers keep competitive. Normally, 
dealers don’t like to lower prices unless the tanks 
are almost dry, since lower prices mean a loss on 
inventory. “With the new plan,” says one jobber, 
“all we do is read the meters and the dealer can 
drop his price.” 

Of course, that means the jobber absorbs the 
inventory loss. But this is usually offset by the fact 
that the jobber is getting regular payments. And 
when prices return to normal, the jobber makes a 
profit on the inventory—not the dealer. 

The jobbers use their own men to read the 
meters. Johnson lets his TBA man handle the job, 
since his regular duties take him on weekly rounds 
of the stations. Tallman uses a commission agent, 
who reads the meters on his way into the office 
from the farm area where he operates. It’s part 
of his job at no extra cost to Tallman. LJ 
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storage or into transports, 


these pumps keep products flowing! 


Depenvas_eE Gorman-Rupp pumps do double 
service for Clem Dufau, New Orleans, Phillips 66 
jobber, at his new bulk plant in Metairie, La. 
Each of these sturdy, self-priming Gorman- 
Rupp ‘‘O” Series Pumps is manifolded to pump 
products both into and out of storage. Unloads 
transports at 240 gpom—loads them at 180 gpm. 


These are Centrifugal Pumps That Prime, so 


they keep pumping— intermittently or continu- 
ously—as long as needed. Safer operation because 
there is no check valve. Greater efficiency with 
straight-in suction that delivers liquids directly 
to impeller eye. 

Write today for information on Gorman-Rupp 
horizontal and vertical ‘‘O’’ Series Centrifugal 


Pumps That Prime! 


THE GORMAN-RUPP COMPANY 


305 Bowman Street - Mansfield, Ohio 
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Bulk Plants and Terminals 





Crane's Yank Lifts Tank 


CONVENTIONAL METHODS of moving tanks 
include flooding diked areas and floating the tank, 
rolling the tank on greased skids, or dismantling 
the tank and rewelding it at the new site. 

Esso Standard Oil Co. has come up with a 
fourth method: lifting by crane and sling. 

The Problem—At its Baton Rouge, La., refinery, 
Esso wanted to move a 5,400-bbl. tank to a new 
site. (The tank may be a tin can as far as refinery 
storage goes, but it’s fair-sized for the average 
jobber.) 

Esso wanted the work done as fast—and with 
as few men—as possible. Most conventional mov- 
ing methods weren’t available: 

e Flooding was out. Dikes didn’t extend to the 
area where the tank was to be moved. To build 
emergency dikes would mean a bulldozer and an 
operator—and more time and money. 

e Rolling was out. It would have taken several 
days, as well as more equipment and more men. 

e Dismantling was out. Esso says it would have 
been the longest and costliest way to do the job. 

How Esso Did It—The 40-ton tank was moved 
75 yards in under seven hours—by a 60-ton 
crawler-mounted crane and a full-time crew of 
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four (crane operator, rigger and two flaggers). A 
smaller truck-mounted crane and crane operator 
were used for an hour and a half to lay wooden 
mat “stepping stones” for the larger crane. (“We 
could have used a man with a jeep for that,” 
Esso adds.) 

Capacity of the 60-ton crane was enough to 
move bigger tanks, says Esso: “A crane that size 
could probably move a 9,000-10,000-bbl. tank.” 

Limitations—Cranes of the right capacity, in 
relation to tank size, may not be available in some 
areas. The 60-ton crane Esso used is about as big 
as they come for general use, but they aren’t very 
common. 

Relation of tank diameter to tank height is im- 
portant, too: if a tank is too squat the sides may 
buckle under the inward pull of the sling. 

Overhead must be clear. The boom of any 
crane might not clear overhead telephone or elec- 
tric wires—or, in the case of a refinery, overhead 
pipes. 

But given a big crane and clear overhead, Esso 
says there’s no limit to how far a tank can be 
moved. Construction of the tank—riveted or 
welded—makes no difference at all, Esso engineers 
add. . 
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Cooper .. . the franchise of opportunity 


for dealers 
who want to get back on 
the main line 


There’s a clear track ahead 
when you hold a Cooper Franchise 


This is for tire dealers who are sidetracked in their 
efforts to grow and move ahead. 


Cooper is the one tire franchise that gets you back on 
the main line fast. And this big and welcomed 
opportunity is proved by hundreds and hundreds of 
Cooper dealers who will tell you that they never 

had it so good. Ask one and see. 

Cooper is America’s fastest-growing tire company and 
this means active consumer buying action for you 

to share in. You get the ready momentum you need 

to have a running start toward more sales and profits. 
And remember, too: There are no company-owned 
stores, no multiple dealer distribution to water your 
sales down. Neither is there any heavy-handed company 
interference in your pricing structure when you go 
Cooper. A Cooper dealer is the boss of his own 
business in his own protected territory—and he is 

just plain happy and satisfied. 

You’re really back on the main line when you go 
Cooper. Go ahead write us today. Cooper Tire 

& Rubber Company, Factories at Findlay, Ohio. 


Cushion-Ride 
Safeguard 


Safety-Premium 
3-D Nylon 


“Hi-T" Deluxe 


Special 














Cooper Main Line 
Opportunities 





®@ America’s most modern and 
easiest selling tire line. 

® Consistently higher margins. 

® Written service guarantee 
lets you make your own 
liberal adjustments, 

@ Top management contacts 
direct, top management 
action direct when needed. 

® Dealer advertising and 
sales promotion programs 
on which Cooper pays the 
entire bill, or liberally 
shares the cost. 

© Prompt pickup and delivery 
service from conveniently 
located warehouses, 

Lots of other Cooper main: 
line opportunities, too. 





Weather-Master ‘300" 
Mud-Snow 
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Lubrication 
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NEW ROADS mean new opportunities to sell the $400-million-a-year contractor market 


How to Sell to Contractors 


If you can provide the services today’s contractor is looking for, 


you're in on a booming market. Here's what you have to know 


THE GORE HIGHWAY BILL, passed this 
spring, upped the potential for highway construc- 
tion to $13.7-billion over the next three years 
alone. 

This added spurt in federal highway spending 
means new construction activity—and new con- 
tractor demand for fuels and lubes. That puts oil 
marketers right in the middle of the picture. 

And highway construction is only the beginning. 
Once you’ve built up your sales to road contractors, 
there’s an even bigger market waiting in other fields 
of construction. 

Here’s one way to evaluate the contractor mar- 
ket in your area*: 

e@ Road contractors use 1.91 gal. of lube oil for 
every $1,000 in construction spending. 

e@ Building contractors use 0.73 gal. of lube oil 
for every $1,000 in construction. And there’s al- 


From a survey by Engineering News-Record, a McGraw-Hill 
publication 
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most six times as much building as highway con- 
struction. 

e Contractors on other projects—dams, pipe 
lines, sewerage, drainage—use about 2.1 gal. of 
lube oil for every $1,000 in construction spending. 

If you’re ready to give service, the contractor 
market is wide open for you. Here’s why. 


Why Contractors Need Your Help 

As an oil marketer, you offer contractors a vital 
service by supplying motor oils, lubes, greases and 
motor fuel. But you can offer an even greater one 
by offering to take over their lube maintenance 
programs. You may also be able to sell other items 
(see page 132). 

Although surveys show that most contractors 
do their own lube maintenance, construction men 
say contractor-administered lube programs usually 
bog down for these reasons: 


@ They're too hard to set up. (Continued) 





Lubrication 


‘Here Are the Products Today's Contractor Needs 


Mic oa ante” Spee 
Oils—MIL-L-2104A, Supplement List 
, Supplement List No. 2 (Series 2), or Series 


FU ci ids tee cactlin, salt pack’ 
will be satisfied by an oil of MIL-L-2104A level 
under normal operation conditions and where fuel 
sulfur content is below 0.4%. Series 3 oils are 
Tecate for use in new high-speed super- 
charged gasoline engines and all diesel engines. 

Oils—tIn general, motor oils meeting 
 MIL-L-2104A level fill the bill. 

Torque Converter Fluids—One type of torque 
converter uses diesel fuel, circulating it from the 
fuel storage tank through the converter and back 
into the tank, Automatic Transmission Fluid Type 
A and Hydraulic Transmission Fluid Type C are 
used in other converters. In some equipment, SAE 
10W motor oil of MIL-L-2104A type can be used. 
‘Many of these oils, says a marketer, have been 


qualified to meet requirements of Type C fluids. 

Gear QOils—Extreme pressure (EP) types or 
universal gear lubricant (UGL) types meeting re- 
quirements of MIL-L-2105 are recommended. They 
are a must in hypoid gear sets and are recom- 
mended for spur and spiral bevel gears to meet 
extreme pressures caused by any slight misalign- 
ment of gears. Otherwise straight mineral gear 


(Begins on page 131) 

e@ They take too much paperwork and office 
time. 

e@e The right amount of supervisory follow- 
through is missing. 

That’s your cue to step up and sell yourself, 
your products and your services to the contractor. 
Once he’s sold on your lube supply or lube mainte- 
nance program, you have the key to his fuel sales. 
But be prepared to offer even more: everything 
from expert field engineering service down to help 
in filling out tax-refund forms. 

The contractor is pretty much pre-sold on the 
value of using good quality oil products and on 
proper lube maintenance programs. He wants to 
protect his huge investment in equipment and his 
profit on a project. Loss of any one piece of equip- 
ment can tie up an entire project and cost the con- 
tractor as much as $1,000 an hour. 

He wants to avoid all parts failure because in 
many cases he’s apt to be miles from the nearest 
parts station. And he knows that equipment dealers 
haven't got the facilities or the capital to stock parts 
for all models he uses. 


Here’s What You Should Know 
Lubricating a contractor’s equipment is far dif- 
ferent from greasing a car. A wider variety of 
greases and lubes must be applied to more lube 
points. The work is done on an hours-of-operation 
basis—not a mileage basis, as with cars. And the 


132 


oils can be used in spur and spiral bevel gears. 

Grease—Should be multi-purpose 
grease for any simplified lube plan. One expert 
recommends that grease qualify under MIL-G- 
10924A when used on wheel bearings and at low 
temperatures in certain types of water pumps and 
fan hubs. 

Chassis lubes for general pressure-gun use, he 
adds, may be used for engine clutch points of 
rubber-tired units, most water pumps and fan hubs, 
magneto and distributor drive housings and dis- 
tributor rotor shafts, sheave bearings, universal 
joints on equipment without torque converters. 
High-temperature greases meeting MIL-L-3545 are 
recommended for distributor breaker post recess 
and breaker arm rubbing block and ignition cut- 
off switch, On crawler tractors and power units 
only, for all universal joints, all engine clutch points 
and all torque converter fittings. For track roller 
and idler, lubes should be water-resistant. 

Open Gears—Lubes must cling to teeth of gears 
under conditions of high pressure, temperature 
and speed and must cushion heavy loads, minimize 
wear and resistant to water. 

Contractors also use antifreeze, thermostats, 
hose, hose connections, rust inhibitor, fan belts, oil 
filters, air cleaners, spark plugs, tires, batteries, 
rock drill oils and form oils. 


hours base varies with the work being done and 
equipment used; surrounding dirt, dust mud or 
water conditions; day-to-day and seasonal weather 
and temperature changes. 

You can’t be hit-and-miss about this market. 
You’ve got to have the right type of lubes, oils and 
greases, the right type of lubricating dispensing 
equipment, and trained men to handle the job. 

At National Lubricating Grease Institute’s con- 
vention, a good part of the program was slanted to 
show oil men what they should do before approach- 
ing contractors. Among the suggestions: 

Learn all you can about greases and lubes. This 
goes beyond the printed material you get from your 
supplier. H. A. Mayor of Southwest Grease & Oil 
Co. puts it this way: “Let’s be sure the men who sell 
our products have been or are familiar with plant 
operations. Have you ever stopped to realize how 
many men are now being asked to sell grease who 
have never been in a grease plant?” 

A trip through a grease plant will give you or 
your salesmen a better idea of the product you're 
going to sell. You can learn the differences between 
the various soap bases used in grease manufacture 
and find out how these greases stand up in heat, 
water-resistance, low-temperature pumpability and 
mechanical stability tests. 

You'll pick up data on specifications for different 
types of greases and get a good idea of their recom- 
mended use in contractors’ equipment. 

You'll get a line on the packaging story. The re- 


NATIONAL PETROLEUM NEWS « June, 1958 





lationship between packaging and ease of applica- 
tion is an important sales tool. “The best grease is 
inadequate,” says a contractor, “if it is too difficult 
to apply.” 

Learn all you can about lube and grease re- 
quirements for each piece of equipment. This is 
no easy task, because generally each equipment 
manufacturer specifies different grades of product 
for the lube and grease points on his equipment— 
although the equipment may be of the same gen- 
eral type. Standard Oil Co. (Ohio) added up the 
lubes recommended for summer use by five scrap- 
per manufacturers and five tractor manufacturers. 
Total: 20 different lubes. 

Brand names aren’t of much value, says Gilbert 
K. Brower of International Harvester Co.’s re- 
search and development (construction equipment) 
division. Says he, “It’s becoming physically im- 
possible to attempt to recommend lubes by brand 
names or even conduct performance tests which 
have any lasting value, because of the increasing 
number of products being marketed, and the lack 
of any uniform standards against which their basic 
performance characteristics may be judged.” But 
research men are doing the best they can to develop 
suitable lube instructions based on laboratory eval- 
uation, proving-ground operation and field testing. 

With brand names of little use, you'll have to 
become acquainted with various Military Specifi- 
cations on oil products. These are standards used 
by the armed forces in deciding what classification 
and grade of oil, grease or lube to use under stated 
operating conditions. 

Your supplier may be able to help you out. Many 
marketers have come up with contractor equipment 
lube guides that show you what brand-name 
product to use, where to use it and at what hourly 
interval. Usually, these guides relate brand names 
in terms of Military Specifications. 

Simplify various lube requirements. You'll want 
to do this to keep your inventory—and your con- 
tractor’s—down. In the field, simplification cuts 
chances of error in using the wrong lube. Suppliers 
and equipment manufacturers should be willing to 
help you with this job. 

Marketers and contractors feel the need for 
simpler lube requirements, too. Sohio tackled the 
problem with good results, say D. J. Rosselle and 
R. J. Brossmann of Sohio’s sales technical division: 
“We have found it is possible to care for almost 
95% of the entire lube needs for most highway 
construction jobs with one motor oil in two viscosi- 
ties, two greases and one gear oil. 

“This means only five drums to be handled and 
transported out to the job. We add other products 
to this basic package recommendation only when 
we feel it’s absolutely necessary.” 

Adds a contractor who was faced with using 25 
different weights and types of oils and greases, 
“We studied various manufacturers’ recommenda- 
tions and decided to cut the number to a bare 
minimum. We ended up using six types of oils and 
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How to Fit Out a Lube Truck 


Install an air compressor . . 


Finish up with hose reels, grease guns, nozzles 





Lubrication 


(Begins on page 131) 


greases for our entire flect in one large highway 
project.” (See below.) 

Sell top quality, not prices. Contractors will 
listen to the quality pitch because of their invest- 
ment in equipment, and the knowledge that the 
more they operate their equipment without break- 
down, the more they’re getting on the investment. 

The trouble is, says a contractor, he doesn’t often 
get a chance to buy quality because oil companies 
think he’s only interested in price. 

Use trained lube men. If you get the lube mainte- 
nance work, it’s easy to see why it will be good 
business for you to use experienced men. They will 
make sure that the right grease goes to the right 
fitting at the right time. 

You may have such men at your stations or in 
your company. To get them better acquainted with 
the work, ask equipment manufacturers if they can 
visit plants. Or work through the equipment deal- 
ers in your area. 

If you only get the lube supply contract, sound 
out the contractor on the type of men he’s been 
using. If he has been using untrained workers, tact- 
fully suggest upgrading with some training or get- 
ting a more experienced man. Too often, says a 
major official, the man with the least experience 
and fewest qualifications gets the lube assignment 
from the contractor. 

Simplify field-use data. Regardless of who does 
the lube maintenance work, make it as easy as 
possible. Work out a way of digesting all required 
lube information so that it is handy and easy to use. 
In listing what maintenance personnel are looking 
for in the way of improved maintenance aids, one 
contractor says a pocket-sized plastic-covered lube 
recommendation card is a must. 

Use power lube-dispensing equipment. It’s a big 
time-saver, says T. M. Murphy, industrial sales 
manager of Stewart-Warner Corp.’s Alemite di- 
vision. “The simple act of transferring lubricant 
from a drum to other containers using a power- 
operated pump is 63% faster than doing it with a 
hand scoop.” Here are other examples cited by 
Murphy: 

@ Loading a grease gun from a lube barrel by 


hand pump saves 3.74 man hours over hand filling 
per 100 Ib. of grease applied. 

e Use of power-operated equipment in applying 
lubes saves 23.9 man hours per 100 Ib. of grease. 

Other advantages of power equipment: product 
is kept refinery fresh; product contamination prob- 
lems are eliminated; equipment is fully loaded, 
with no air pockets; there’s no priming problem. 

Try to store lubes indoors. So suggests Continen- 
tal Oil Co.’s lube guide for contractors’ equipment. 
Indoor storage eliminates all chance of product 
contamination. 

If indoor storage isn’t possible, try for some type 
of shelter. But keep drums away from any extreme- 
heat source. This, Conoco adds, may cause product 
deterioration or decomposition. For that reason, 
don’t use an open flame or other concentrated heat 
on oil or grease drums to improve product fluidity. 

If storage is outdoors, lay drums on rack or plat- 
form, if possible. If that’s out, stand them up but 
make sure to tilt them slightly to prevent water 
from collecting around bungs. Changes in tem- 
perature, Conoco adds, will cause containers to 
breathe and water may be drawn into the barrel. 
The result is contaminated product. 

Storage, no matter where it is, should be at one 
central place. It makes it easier to keep a check on 
inventory. 

Color-code your products. Too often Vontainers 
are stored out-doors where distinguishing labels 
are soon hidden by mud, dust, dirt and general 
grime. A simple system of color codes is your best 
bet to avoid using the wrong product. The sniff- 
and-feel analysis method, Sohio says, is not the best 
way to make certain you’re using the right product. 

Keep inventories to a working minimum. Too 
large an inventory, says Conoco, can lead to dis- 
arrangement of product, product mixture, misap- 
plication and waste. 

Back up your service with expert field engineer- 
ing advice. This, says Sohio’s Rosselle, is an im- 
portant key in relations between contractors and 
the lube supplier. Such a man is not only the con- 
tractor’s partner but becomes the equipment 
maker’s partner as well, because of his knowledge 
of day-to-day contracting activities. 


How One Contractor Simplified Lube Inventory 


S. J. Groves & Sons Co., Minneapolis construction 
firm, cut its inventory of 25 recommended lubes and 
greases down to six on one project. Here’s what 
Groves wound up with: 


Series 3 engine oil: Used in all diesels, despite 
other recommendations from manufacturers. Lab 
tests led to extending drain periods so over all cost 
of higher quality oil was less than cheaper grade. 

Series 1 engine oil: Used in all gasoline engines, 
hydraulic systems and air cleaners. 

Extreme-pressure gear oil: Type meeting MIL-L- 


2105 used in all transmissions, differentials, final 
drivers and other gear cases. 

Extra heavy-duty multi-purpose grease: Lithium 
base grease used in wheel bearings, power shovel and 
mixer applications, and clutch bearings. 

Multi-purpose grease: Lithium base grease used 
for all chassis and pressure-gun applications including 
track rollers. Rollers greased more frequently with 
lithium base grease than with other types of grease. 

Open gear greases: High-quality grease packed in 
tube form for easy application with caulking gun. 
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A MESSAGE TO AMERICAN INDUSTRY 


© ONE OF A SPECIAL SERIES 


Are You Preparing Now 
For The Next Boom? 


America’s leading companies are not 
sitting on their hands waiting for the re- 
cession to end. They are planning ahead now 
for higher sales and near-capacity rates of 
operation. 

These facts stand out clearly from the elev- 
enth annual survey of Business’ Plans for New 
Plants and Equipment just completed by the 
McGraw-Hill Department of Economics: 

® Manufacturing companies expect 
their sales to increase 20%, on the aver- 
age, from 1958 to 1961. Growth industries, 
such as chemicals and electrical machinery, ex- 
pect gains of 25% to 34%. 

@ If these sales gains are achieved, the 
average rate of operations in manufactur- 
ing will rise from 78% at the end of 1957 
to almost 85% by 1961. This is the point at 
which pressure on costs begins to mount, as less 
efficient facilities are pressed into service. 

@ Industry is not waiting for this point 
to begin getting its plants and equipment 
in shape for the next boom. Despite record 
expansion in the past several years, many man- 
ufacturing companies plan to add new capacity 


in each of the next four years. But, more impor- 
tant, they are going ahead with the vital job of 
modernization and cost-cutting. 

In the years immediately ahead almost two- 
thirds of capital investment will go for mod- 
ernization and replacement of present plants 
and equipment. In this way manufacturing 
companies can avoid the higher costs and the 
squeeze on profits that occur when producing 
facilities are not in shape to handle an increase 
in sales volume. 

These are the plans, as reported to McGraw- 
Hill, of a wide sample of manufacturing com- 
panies—for the most part, large firms and lead- 
ers in their respective industries. Altogether, 
these firms account for almost 40% of all em- 
ployment in manufacturing industries. 


Now Is The Time 

How do your plans measure up? Are you 
planning ahead now for a 20% sales increase 
in the next three years? Is your company plan- 
ning to modernize its buildings and equipment 
more rapidly than at any time in the recent 
past? If not, here are some of the inducements 
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that McGraw-Hill editors report from their con- 
tinuous checking on the state of business. 


(1) There are plenty of opportunities for 
increasing efficiency by the installation of 
new equipment and the improvement of 
layouts in plants, warehouses and offices. 
Despite the installation of tremendous volumes 
of metalworking equipment in recent years, 
according to AMERICAN MACHINIST over half 
of the machine tools now in U, S. factories are 
over 10 years old. Replacement of worn-out 
and obsolete equipment will mean material 
savings in operating and maintenance costs. 
(2) Machinery, parts, materials and labor 
are much more readily available now than 
they are when the economy is running at 
full steam. You can be more particular about 
quality and about specification to meet your 
own requirements. 

(3) With lower interest rates and less com- 
petition for loans, it is both easier and 
cheaper to borrow money to finance equip- 
ment and construction. To wait for another 
boom is to run the risk of having to pay higher 
interest rates and look harder for money. 

(4) Although there is an adequate supply 
of most types of labor available now, the 
prospect is that the supply of factory labor 
over the years ahead will be tight. In 1965, 
there will actually be fewer men and women 
between the ages of 25 and 44 than there are 
now. Good factory workers will be either hard 
to get, or wage rates will rise sharply or—more 
likely—both. The best answer is to anticipate the 
rise in labor costs by installing more efficient 
equipment to increase labor productivity. 

(5) Finally, the costs of investing in new 
buildings and improved equipment now 
are almost surely less than they will be 
later. 

These are some of the reasons why many 
leading firms find now the best time in years 
to start on a program of plant modernization. 
There are other good reasons in the many new 


products and processes coming from the boom 


in research and development. This year indus- 
try will spend over $8 billion on R & D—$1 bil- 
lion more than in 1957, And a heavy share of 
the new product development will consist of 
better machines and processes to be made avail- 
able during the next few years. Already the 
pace of technical advance is so rapid as to call 
for modernization of plants built only a few 
years ago. 


Years of Opportunity 


It has been said that the years between now 
and 196] are the “middle years” between two 
booms. This does not mean a long period of 
recession, but a period of slower growth—a 
transition from the postwar boom based on de- 
ferred demand, to a new boom in the 1960s 
based on dynamic population growth and a rev- 
olution in technology. 

If so, these are the years of opportunity 
for business—opportunity to prepare for 
the growth that lies ahead with the most 
efficient equipment, the most modern 
plant and the best production organiza- 
tion that can be devised. This is the way 
to fight higher costs and avert a resump- 
tion of inflation. This is also the way to 
ensure that your company will be ready 
for its new markets in the 1960s. ' 

Are you planning ahead now to be among 
the leaders? 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nation-wide developments. Per- 
mission is freely extended to newspapers, 
groups or individuals to quote or reprint all 
or parts of the text. 


ReuatA VG rem 


PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC. 
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PETROMOBILE 


Means More Gallons Per Dollar of Capital Outlay 





BLACK GOLD? 
NOT 





Designed to Your Colors and Characteristics 


PORTABLE As Is—By Truck, Vi 
Rail or Ship. NEVER Dismantled. NS 
ALL. Furniture & Fixtures 


Permanently Secured. Power- 


Heated, Power-Ventilated. 


Some Uses of PETROMOBILE 


During New Station Construction 
Station Renovations 
Remote Markets 
Temporary Markets 
Experimental Locations 
Optioned Land Operation 
Satellite Stations 

Marine Sales 

Parking Lot Sales 
Gaseterias 

Unstable Foundation Soil 
Loss By Catastrophe 
Large Construction Sites 
Freeway Uncertainties 
Small Lots 

Secondary Offices 

Bulk Plant Offices 

Field Offices 


Manufacturing in upper New York State 


Till It’s Sold 
Let 
PETROMOBILE 


Help You Sell! 











PETROMOBILE Construction 


Steel on Steel 
Fully Insulated 
Sled-Type Steel Skids 

Provide its own Foundation 
Plexiglas Glazing 
100 Ampere, Wired 
Fluorescent Lighting 
Heated By Forced Warm Air 
Power Ventilated 
Washrooms: Water or Chemical 
Available Without Washrooms 
Metal Doors 
Steel Shelving and lire Rack 
150 Ib. Insulated Floor 
Steel Locker, Display Cabinet 
EVERYTHING Provided. 


ANNE Al 


‘ 


4975 DE SOREL STREET, MONTREAL 9, P.Q., CANADA 


Trade Mark Registered 
Design Patent No. 150-F-21449. Others pending 
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to Your Car 


At Sun Oil Company stations, PLEXIGLAS is used for large diamond-and-arrow signs, caduceus insignia, and wall letters. 


Day and Night 


you see big names in 





GLAS 
































From dawn to dusk, sign faces and letters mace 


of gleaming PLEXIGLAS' acrylic) plastic are 


outstanding legibility and colorful appear- 
ance. At sundown, internal lighting brings them 


to life with complete luminosity ~ makes them 


even more eye-catching and colorful against 


the night sky. In addition, PLEXIGLAs—the out- 


door plastic—resists weather, breakage and 


aging... keeps maintenance costs way down 


has ad ted 

PLENIGLAS for 

SIGNS” fi wits fee i-mate 
y*. dt ells hes 

‘ ight abou 
— 
— : SIGNS 





PLENIGLAS makes possible signs that stand out 


In today’s competition for CUSLOLNEI lt enable 
sign designers to use large areas of color and 
light to command attention to the country 
best known names, products and services. Don't 
be behind the times in sien 

sign program—whether 1 


unit or thousands 


Chemical for Industry 


rd ROHM £ HAAS 
COMPANY 


WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


Representatives in principal foreign countnes 


Canadian Distributor: ( 
130 Ou Ouay tka 





Now! direct sales 


of 
hose couplings 


1% 


bring new profits 
to hose distributors... 
big savings to oil companies 


Now you, Mr. Hose Distributor, can buy fuel 
oil and gasoline pump hose couplings direct 
from Scovill at 1 less than former costs! This 
means you can sell coupled lengths of hose to 
oil companies at much-better-than-competitive 
prices. The savings oil companies will realize 


hose couplings 


will make them your customers...will add a 
healthy glow to your profit picture. Take ad- 
vantage of this new sales opportunity soon by 
ordering your couplings direct from Scovill. For 
full details, write: Hose Coupling Department, 
Scovill Manufacturing Co., Waterbury 20, Conn. 


by SCOVILL 
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TIDEWATER OIL CO. claims it has the highest 
octane premium and regular gasolines in its East 
Coast marketing area. A few competitiors are angry 
enough to dispute it, but so far no one wants to 
chance starting an industry-wide free-for-all. That 
could change overnight, of course, if Tidewater 
starts racking up big sales gains. 

Tidewater dropped the gauntlet early last month. 
A newspaper and radio blitz blared the claim and 
challenged competitors to an octane race. 

At first, it seemed that Tidewater might be taunt- 
ing third graders too. A super-premium manufac- 
turer gleefully said, “We can drive a truck through 
any octane claim they make.” But later Tidewater 
ads made it clear the company would grapple only 
with comparable product grades. 

Tidewater’s campaign is actually a two-pronged 
offensive. Along with highest octane, ads empha- 
size economy. Research proves, Tidewater says, 
that its gasolines give up to 5.6% more miles 
per gallon and 10¢ more value on the dollar. 

Why Tidewater Did It—For nearly two years, 
the industry has played down  octane-claim 
advertising. A Tidewater official says, “They 
thought the octane battle was over.” Why did Tide- 
water renew the fight? 

Competing marketers blame it on Tidewater’s 
soggy profit picture (see p. 143). “They had to 
do something dramatic,” says a major-company ad 
manager. Tidewater officials hotly deny that’s the 
case. For one thing, they say, the campaign was 
planned last fall, before first quarter income figures 
took their 93% tumble. 

“The basic decision,” says a company execu- 
tive, “was made when we built the Delaware re- 
finery. It’s the most modern in the world and we 
wanted to merchandise it.” 

Taking the octane route seemed the best way. 
To make sure there were facts behind the claim, 
Tidewater called in E. W. Saybolt & Co. to check 
gasoline octane ratings at its stations. Tidewater 
says these independent testers proved Flying A 
gasolines had a higher octane rating and gave more 
miles per gallon than competing brands. 

In April, transitional ads made an easy switch 
from last year’s “Best Refinery—Best Gasoline” 
pitch to the octane theme. (Later ads will play 
more heavily on the economy angle.) Saybolt will 
continue to test Tidewater’s octane ratings, which 
will be published in chart form and in ad copy. 

There’s a reason behind the reason, too. It’s no 
secret that Tidewater, once a prominent factor on 
the East Coast, has slipped far down the marketing 
ladder in the past decade or two. Tidewater execu- 
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Merchandising 


A One-Horse Octane Race? 


Tidewater is breaking an industry taboo with its octane challenge. 
But so far, competitors show no taste for answering it 





tives say they’re out to climb up several rungs. 

What the Industry Thinks—Tidewater’s opening 
salvo caught some marketers off guard. A few 
pooh-pooh the claim, saying their octane rating is 
as high as Tidewater’s. (Recent Tidewater ads put 
premium rating at 100.8 average octane.) Others 
are afraid it could signal the beginning of a long 
and expensive refinery rebuilding kick. 

A marketing manager says he’s alarmed because 
Tidewater gives the impression that octane Is a 
“gasoline cure-all.” There are other things to good 
gasoline—additives, for instance, he points out. 

R. M. Kennett, now acting as marketing man- 
ager of Tidewater’s eastern division, says, “We're 
not trying to give that impression. Additives aren't 
cure-alls either. We do say that octane is one of 
the most important features of modern gasoline.” 

Others say that octane is “technical talk.” The 
public doesn’t give a damn about it, they argue, 
and if it did, it'd only be more confused. Kennett 
replies, “The public gets confused about additives 
and similar gobbledygook. We're talking straight 
facts, and the response we've already received from 
customers proves they are deeply interested.” 

“Of all times to spring an octane campaign, 
this is worst,” observes an ad manager. “The public 
is price-conscious right now.” To this, Kennett 
answers simply, “He hasn't read our ads closely 
We're playing heavily on the economy theme.’ 

Another complaint is that octane ratings are 
already so high that most cars don’t need the 
power they're using. “Let the car makers catch 
up first,” says a merchandising manager. 

Kennett says, “No two cars are alike. A lot 
need more than 100 octane. We recommend that 
a car’s timing be set for the product being used, 
and that may differ sometimes from the manufac- 
turer’s specifications.” 

One marketer dismisses the Tidewater campaign 
“They don’t have the representation to hold a 
sales increase,” he says. 

Kennett smiles and says, “We're doing some 
thing about that too. Last year we built a station 
a day. We hope to match or better that record 
this year. What’s more, we have a waiting list of 
competent dealers who want one of our new can 
opy-type outlets.” 

Two new ad campaigns could lock horns with 
Tidewater’s. Amoco is plugging “More Gas per 
Gallon,” and Esso, in springing a new fuel formula, 
pointedly says it’s better than “a high-powered and 
high-priced octane race.” Tidewater hopes com- 
petitors will talk octanes. But whether they do or 
not, Kennett says he expects big sales gains s 





We tested the new Hi-Test additive, and - 


RED-X INCREASED OUR 
FUEL OIL SALES ,. 
MORE THAN 37% 


Exclusive Franchises Open 


Hi-Test Red-X fuel oil additive is sold on an exclusive franchise 
basis. The valuable franchise may be open in your market now. 
Mail the coupon today and get the complete story on the new profit 
plan that gives your company a positive selling advantage over 
every competitor you have — regardless of brand! Your prompt 


action could be the most important business move you ever made! 


RED-X GIVES YOU A COMPETITIVE EDGE 
OVER EVERY FUEL OIL DEALER IN YOUR AREA! 


MAIL THIS COUPON FOR COMPLETE DETAILS: 


RED-X CHEMICAL COMPANY i: 
529 Pennsylvania Ave., Norfolk, Va. 

GENTLEMEN: Please rush me the details on the RED-X 
PROFIT PLAN for fuel oil dealers 


Fuel oil containing Hi-Test Red-X doesn’t cost the 
customer a penny more, but its added efficiency and cleaner | 
burning properties make savings of up to 20% on fuel bills 
possible. | 
Your customers save on repair costs, too! Fuel oil | 
containing Hi-Test Red-X burns cleaner, leaves no soot, puts Company Name 
an end to nozzle-clogging, sludge and tank sediment. | My Name Title 
| 
| 
| 


Address 
City ; State 


Fuel oil containing Hi-Test Red-X is instantly identifiable 
by its unique clear red color and the absence of petroleum 
odor. Your customers know they’re getting something 


NPN-6 | 
different and better! 


ee cee cee ee ee eee eee eee cee ee ee ee ee ee ee oe od 


RED-X CHEMICAL CO. ¢ 529 Pennsylvania Ave., Norfolk, Va. 
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Slump? Yes, S 


THERE ARE SOME BRIGHT SPOTS as well 
as gloomy. On the whole, consumers have become 
economy-minded and are harder to sell. 

The recession is causing marketers to work 
harder for business. But it has stimulated the re- 
placement market, running briskly ahead of last 
year. Retail volume is pretty good. Profits are 
tight, however, and collections slower. 

“Sell” has been hardening. But marketing ex- 
ecutives usually say it will have to get harder 
before the recession is over—that the real, old- 
fashioned “hard sell” hasn’t been fully revived yet. 

An NPN survey of 34 supplying companies, 
jobbers and dealers in the U. S. and Canada 
shows that service station volume is holding steady, 
except for a few hard-hit industrial areas. In some 
spots, total sales are up slightly over last year. 

The soft price situation is apparently easing in 
a few critical areas like New England. Even where 
price wars are still running strong, they have a 
paradoxical effect on dealers: lower margins are 
touching off a wave of intensive TBA merchan- 
dising. One major reports its own brand of tires 
is running 50% ahead of last year. Batteries sales 
are weaker, but even here a few companies are 
bucking the general downswing. 

Effect on Buying—There’s a reason for the rela- 
tively bright TBA picture: economy-minded con- 
sumers are taking better care of the family car. 

This same cautious consumer attitude may be 
behind the slow, steady drop in premium gasoline 
sales. Most majors report a downtrend over the 
last 18 months. Some say there has been a leveling 
off in the past few months. They look for premium 
ratios to hold steady for a while, at least. 

In some sections of the country, mixing of 
premium and regular gasoline grades is reported. 
Motorists who formerly bought only the top grade 
are alternating tankfuls of housebrand. Many mar- 
keters say this practice isn’t uncommon even in 
good times, and is nothing to worry about. 

Premium motor oil sales are feeling the pinch. 


Merchandising 





ir, but Look... 


[They've been swinging down for some time, and 
part of the trend may be due to the introduction 
of higher-priced oils. 

Jobbers and dealers report fewer fill-ups at sta- 
tions these days. One marketer, in hard-hit De- 
troit, says many customers are buying only 50¢ 
worth of gasoline at a crack. Marketers also report 
a slackening in “plus revenue” services like car 
washing and polishing, and slightly higher sales of 
canned waxes and polishes. 

Remedial Action—Retail sales aren't blamed for 
the downswing in corporate profits during the first 
quarter of 1958 (see below). Price wars have con- 
tributed to the tumble, but marketers say that soft 
bid-business conditions are mainly at fault 

Nevertheless, there’s plenty of action ahead in 
the retail promotion field. Oil marketers who are 
pessimistic about general business conditions are 
expecting new advertising and merchandising el- 
forts to help petroleum retailing this summer. 

Sinclair Refining Co., for instance, starts a com- 
pany-wide doorbell ringing effort this month. Thirty 
years ago, a “Magic Three” campaign had dealers 
out in the neighborhood making at least three calls 
a day on potential customers. It helped sales then, 
and Sinclair expects the same result now. 

Socony Mobil Oil Co. is currently using a “mys 
tery-man” promotion to put dealers on the sales 
ball. Strangers will give up to $16 to the dealer 
with the right sales pitches. 

Continental Oil Co. is taking the contest route 
to build business. In a company-wide promotion, 
first prize to some lucky Conoco customer will be 
a new Cadillac stuffed with $10,000 in cash 

Advertising will be working overtime, too. Two 
power-packed campaigns have already broken 
lidewater’s challenge to the industry to run an 
octane race (see p. 141) and Amoco’s “More Gas 
per Gallon” promotion. 

Speedway, long a one-grade marketer, will add 
another grade and push it hard in ads, hoping to 
offset slack conditions in Michigan 


First Quarter Report: Net Profits for 18 Majors 


(figures in thousands of dollars) 


% change 
from first 
Company Net Income quarter, ‘57 


Standard (Kentucky) $3,240 -l 

Standard (California) 57,410 -17 
The Texas Co. 70,003 -19 
Continental 10,699 -22 
Phillips 20,517 -28 
Standard (Indiana) 31,432 31 
Standard (Jersey) 167,000 * -30 
Ohio Oil 8,368 -34 
Gulf 60,668 -36 
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% change 
from first 
Company Net Income quarter, ‘57 


Shell 26,470 -36 
Sinclair 16,408 -38 
Socony Mobil 39,100 42 
Cities Service 13,504 -42 
Standard (Ohio) 4,300 -45 
Skelly 6,014 Al 
Sun 3,574 -73 
Atlantic 2,695 -82 
Tidewater 803 93 
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Customers of a Seattle, Wash., dealer get free coffee in a personalized mug 


Selling Gasoline by the Cup 


FRIENDLINESS is a big factor in 
a neighborhood station’s success. 
Seattle dealer Charles Platts pro- 
motes neighborliness by giving free 
coffee to anybody who comes into 
his station. Transients get theirs in 
a paper cup, but 75 regulars sip from 
their own personal mugs. Platts’ wife 
Nicki paints their names on the sides 
of the mugs with fingernail polish. 
Ihe idea got off the ground one 
cold day last year when Mrs. Platts 
brought her coffee-maker from home 
for her own use, she thought. By 
the day’s end, customers had poured 
it dry and Mrs. Platts hadn’t had a 


sip 


It's a Shame to Wash 


THAT'S THE PITCH in advertising 
campaigns being planned by car 
wash operators around the country. 

Many of these merc.tants operate 
gasoline pumps and lube bays along 
with their wash businesses. They’ve 
decided it’s time to follow the lead 
of some of the high-powered gasoline 
and service advertising their supply- 
ing companies have been running. 

Wash racks have been humming 
busily for the past few years. Busi- 
ness is still good, even in the face 
of reduced consumer spending. 

Not much motivational research 
has been done in the field, but wash 
rack operators are convinced that for 
most people, patronizing a wash em- 
porium is a status symbol. Therefore, 


144 


It seemed like a good gimmick for 
the opening of the Platts’ new “Polka 
Dot” station (named after its startling 
color scheme). But once the flow of 
coffee started, it was never shut off. 

Mrs. Platts serves almost 100 cups 
a day. Station manager Johnny Green 
(shown above with Mrs. Platts and 
a caffeine-craving customer) claims 
tc have the only set of dishpan hands 
among Seattle retailers. He washes 
all 75 cups once a day. 

The Polka Dot station caters to 
more exotic tastes too. Beer steins 
are a fast-moving sideline. And just 
in case a customer wants a shrunken 
head, the Platts carry a stock of them. 


Your Own Car 


they reason, people can be shamed 
into using this service. 

Take the case of Chicago wash 
men. They have no formal associa- 
tion. (Many areas of the country do, 
and there is a national organization). 
But they’re hoping to interest 50 or 
more of the Windy City’s 75 opera- 
tors in a joint ad campaign. 

The idea is to collect $200 from 
each participating merchant. The 
money would be spent on industry- 
type ads in papers, radio and TV. 

The theme would follow — the 
“shame” idea. There’d be two addi- 
tions: (1) A “protect your invest- 
ment” message; (2) An _ attempt 
to show how the average car owner 
loses money by sudsing his own car 


Pros Take Over 


SOCONY MOBIL is in show business. 
[he company’s spring dealer meet- 
ings are packaged and polished this 
year by professional entertainers. 

As before, the actors are Mobil- 
men. But Broadway names have han- 
dled the script, direction and props. 

Socony’s fling is expensive. Produc- 
tion costs alone were about $50,000. 
That figure doesn’t include the ex- 
pense of setting up 500 separate 
dealer meetings from coast to coast, 
and transporting one of the 23 show 
teams to each meeting. 

But the results are worth the time 
and expense, says Socony. The show 
crams 20 different product and serv- 
ice pitches into a fast-moving one 
hour and ten minutes. 

In previous years, says a Socony 
executive, half the dealers would 
abandon a sales presentation before 
it had gotten off the ground. 

This year, space is at a premium. 
Happy Socony men say it stays that 
way all through the show. 


Boron Blast-off 


THIS AD shows how Standard Oil 
Co. of Ohio is announcing improve- 
ments in its Super Boron gasoline. 


» Rocketry is a hot topic all over the 


country; the element boron, a rocket 
fuel component, gives Sohio a perfect 
tie-in theme (see page 21). 
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Six-Grade Report 


There IS something new 
under the Sun— 


SUN OIL CO. mechanics will take 
a hard-earned rest next month. About 
July 1, they’re scheduled to finish 
their six-month job of hooking up 
the new six-grade blending pump 
throughout the company’s 21-state 
market. 

But advertising and sales promo- 
tion men will still be rolling along in 
high gear. Sun’s massive conversion 
program is backed up by a new 
advertising agency (NPN—Feb., 
pl66) and the largest ad budget in 
the company’s history. 

Sun’s using two new techniques to 
promote the multi-grade system. Ad 
schedules have been broken down 
state-by-state to coincide exactly with 
the introduction of the blending 
pumps in each locale. 

The company is also using auto 
shows for the first time. Sun has put 
together an elaborate exhibit detail- 
ing the blending system. It’s been 
shown in 16 cities so far. The last 
and biggest display was held at the 
International Auto Show in New 
York’s Coliseum. Attendance in 15 
cities outside New York topped 
1,300,000. 


Potent Perfumes 


ADVERTISING is usually geared to 
arrest the eye and the ear. But 
lately the nose has come in for atten- 
tion too: scented ads have been 
wafting their way into newspapers. 

The product advertised is usually 
gum, fruit or some other comestible 
whose smell is both familiar and 
pleasant. But there’s a whole cup- 
boardful of nose-crinkling odors avail- 
able to advertisers who want to use 
them. 

One example: Vanderbilt Tire & 
Rubber Corp. doused a recent direct 
mail piece with a tire-smell ingre- 
dient. When prospects opened their 
envelopes, their noses led them to a 
warehouse stocked full of new tires 
—not a hard picture for a TBA man 
to conjure up. 

The tire-scented mailing brought 
a response well above the average 
for similar mailings, says Vanderbilt. 
Phone calls from all over the country 
brought favorable comments. The 
impact convinced officials it’s an idea 
worth trying again. 
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Swiss Craftsmanship—Under Glass 


A DEALER in Zurich, Switzerland, offers customers a panoramic view ot 
work being done on their cars. Kurt Stossel installed this glass wall in one side 
of his lube bay. Stossel, a Firestone dealer, keeps his building spotless, merchan 


dises cleanliness as a business-builder 


Memos for Merchandising Men 





e Subliminal ads still dominate the 
conversation when advertising men 
meet. A recent conference at the 
University of Michigan heard four 
different speakers bat the topic 
around. Chief conclusion: a lot more 
research is needed before marketers 
can be sure there actually is a way 
to plug products with a subconscious 


sell. 


e Anybody for the Brussels Fair this 
summer? If so, British Petroleum 
stands ready to help you with direc- 
tions once you enter Belgium. Tele 
phones have been installed in 200 
BP stations around the country. They 
connect with a multi-lingual road in- 
formation service. Thirty translators 
will assist you with travel problems. 
Road maps will be available at all 


stations. 


e Lube marketers’ demands for an 
educational campaign on 1,000-mile 
drain periods (NPN—May, p119) are 
getting response already. Monsanto 
Chemical Co. gives shorter change 
periods a big boost in a three-page 
article in the April-May issue of the 
company’s magazine. Monsanto picks 
up the argument of Socony Mobil’s 
J. W. Lane that long drain periods 
can cause real engine damage. The 


NEWS 


magazine cites API efforts to promote 
lube drain information and says, “The 
1 ,OOO-mile 
change is doing himself and his car 

usually the largest investment he will 


driver who insists on a 


make in his lifetime—a real service. 
Bravo 


e Farm promotion is paying off fo 
D-X Sunray. A “farm information 
center’ was started only nine months 
ago. Since then, D-X has received 
more than 6,500 requests for data 
from farmers. Best of all, says D-X 
87.5% of all inquirers have become 
D-X customers follow-up 
contact by local tank wagon men 


through 


e Texaco jumps on the travel pro 
motion bandwagon this month with a 
color spread in Look magazine. An 
eight-page touring guide will be 
tipped into the spread 
ular costs $250,000, will be backed 
up by spreads in other magazines and 


IV and radio spots 


Ihe spectac 


e Information Available: Two new 
Chek-Chart publications on car lube 
service and automatic 
service (Chek-Chart Corp., 
5, Il.) 

\ detailed booklet on 
service station management (National 
Cash Register Co., Dayton 9, Ohio) 


transmission 
Chicago 


S6 page 





ALL 
STEEL DRUMS 
ARE NOT 


With U.S. Steel’s rust-inhibited drum you get positive 
product protection p/us two extra purchasing advantages 


Here’s how to hold down drum costs 
and still buy top quality. 

U.S. Steel, with its unsurpassed rust 
inhibited drum, now offers every 
customer two important purchasing 
advantages to help save time and money. 


1. Full, complete line. U.S. Steel has 
today’s widest selection of steel ship- 
ping containers. Pails from 2% gallons 
up, drums from 57 gallons down — plus 
a full line of stainless-steel containers. 

Special linings and closures are avail 
able, too, so that you can select a con 
tainer with exactly the right properties 
for your product, in the most efficient 
size. Both you and your customer profit 


EMARK 


2. Punctual deliveries — anywhere. U.S. 
Steel’s enormous production capacity 
and seven convenient plants assure you 
of fast, dependable shipments. 

You can take delivery by rail or 
truck. In either case, our kind of serv 
ice can help you keep inventory prob- 
lems to a minimum, avoid production 
stoppage due to fluctuating container 
supplies. 

So before you place your next order 
for any steel shipping container, make 
it a point to talk to the man from 
United States Steel. 

Factories in: Los Angeles, Calif ° Alameda, 


Calif. * Port hur, Texas * Chicago, Ill. « 
New Orleans, La. * Sharon, Pa. * Camden, N. J 


tes Steel Products Division 


‘FAMOUS U.S. STEEL HANDKERCHIEF TEST 


Rub a white handkerchief inside any USS 
rust-inhibited drum—spotless. Reason: each 
drum is chemically cleaned after forming 
Zine phosphate coating goes on over clean 
steel, inhibits rust. 


NATIONAL PETROLEUM NEWS ° June, 1958 











Stations 


This ls One Man’s Portable Station... 


THE STATION ABOVE is only one 
unit of a movable station “fleet” being 
developed by Western States Refining 
Co., a Salt Lake City refiner operating 
135 “Beeline” stations in the Inter- 
mountain area. 

The movable units (there are seven 
so far) are the company’s hedge 
against changing highway routes and 
larger capital outlays for new con- 
struction. They’re presently in action 
in Utah, Idaho, and Colorado. 

Initial cost is $20,000. Of this, 
about 60% is salvageable in the event 
of a move. In all cases, land is leased 
from the landowner with a clause 
providing for cancellation if the high- 
way is moved. 

These are the factors that keep the 
cost down: 

e The eight-pump island is con- 
structed of steel filled with sand and 
covered with a bare three inches of 
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concrete. In moving, the concrete is 
knocked off with a jackhammer and 
pumps and metal are salvaged for re- 
erection. 

e Storage is above ground, at a 
distance from the pumps (under- 
ground connecting pipes are not sal- 
vageable). However, because of local 
ordinances, some in-city areas don’t 
permit aboveground storage. 

e “Station house” and rest rooms 
are completely removable 

e Black top is used throughout, re- 
ducing the cost of the service and 
parking area. 

e A trailer is provided to the lessee 
and its cost is built into the station 
rent. This reduces the operator’s living 
and station operation costs, allowing 
him to cut the number of employes 
needed and increase his own profit 
margin. 

rhe trailer is a 41-foot model con- 


taining two bedrooms, built-in auto 
matic washing machines, floor duct 
gas heat, refrigerator and other ameni 
ties. Western States has also provided 
a trailer for a “fixed” station at Win- 
nemucca, Nev. (“The operator and 
his family passed a pleasant and profit- 
able winter in a WSRCo trailer,” says 
Beeline president Neal R. Olson.) 
Company executives are happy with 
the setup. Apparently the station op 
erators are, too. Says President Olson, 
“Our operators work as a family unit 
rhe lessee of a station is in much 
the same position as the operator of 
a small cafe. His margins are such that 
he must accept longer hours of work, 
deal with complex retailing problems 
man working for 
wages alone. As a result, we feel, our 
station operators make a greater profit 
per investment than representatives of 
larger oil companies.” 


as against a 


... And This Is Another's 


DESIGNED by a Houston equipment 

company, this portable “station” is 

expected to be tried out soon in Texas 
and maybe Oklahoma and Missouri 
by two private branders 

It consists of a 10,000-gal. storage 
tank equipped with four pumps, an 
air Compressor and two overhead fluo- 
rescent lights. The builder is A-1 
Pump & Tank Supply Co. 

Mounted on a skid of two steel | 
beams, the tank and equipment makes 
a complete package unit than can be 
hauled by trailer. 


J. M. Tajan, owner of A-1 Pump 


,200, FOB 


believes a 


puts the cost at about $7 
his Houston plant. He 
marketer, by using shale 
can install the 


driveways 
“station” and be in 
business for about $8,200, excluding 
freight costs 

A Texas private 
dered six of the “stations,” Tajan says 
Another, with operations in West 
Fexas, Oklahoma and Missouri, may 


try out several in his territory 


brander has or 


Biggest obstacle to selling his idea 
fajan says, are various laws prohibit 
ing above-ground storage tanks in cer 


tain areas 





l out of every dollar spent on 


automotive products is spent by households 


that read a single issue of (wii 


Among your customers, LIFE-reading households are 
big buyers. For in communities everywhere, LIFE reaches 
31% of U.S. households in an average week. 

And these 31°, account for 38%, of all consumer auto- 
motive expenditures. 

This means that 38¢ out of every automotive dollar 
is spent by households that read a single issue of LIFE. 
No wonder in 1957 advertisers invested $47 million 
more in LIFE than in the next leading magazine. No 
wonder advertising in LIFE is the advertising most often 
used for tie-in displays. 

Every LIFE household counts. Make sure you get 
your share of their dollars by featuring the brands that 
are advertised in LIFE. 


Source: LIFE’s Study of Consumer Expenditures, an analysis of $200 
billion spent by U.S. households for consumer goods and services in 1956. 


CXC 
Only LIFE! gives you so much selling support .. . 
so swiftly, so surely 
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Fuel Oil 


New Slants on Oil Heat Users 


* Contrary to Esso Standard’s recent findings, a new OHI survey 
says most homeowners are satisfied with oil heat 


* OHI says they're also satisfied with burner service, contract 
coverage, method of payment. Here's the full report 


OIL-HEAT INSTITUTE’s new survey paints a 
pretty bright picture of the state of oil heat. It’s 
based on a poll of 625 accounts served by five 
suppliers in Bucks and Montgomery counties, Pa. 

The findings differ sharply from those reported 
by Esso in its survey of 300 accounts in three 
Eastern areas (NPN, Jan., p112). For some of the 
differences, see bottom of page. 


Why the Survey Was Made 

OHI knows burner service has often been tagged 
oil heat’s weakest link. It wanted to find out just 
how weak that link was—and to get a line on 
consumer reaction to various industry suggestions 
on how burner service can be bolstered. 

The survey cost more than $4,000. “It’s a worth- 
while effort,” says Charles Burkhardt, national 
secretary of OHI’s distribution division, “because 
it shows that burner service from the consumer 
angle is satisfactory.” 

Fred Heaney, national chairman of the divisions, 
looks at it this way: “The value of the survey lies 
in the fact that it furnishes the oil dealer with a 
yardstick to measure his service operation.” 


How the Survey Was Made 

Questions came from OHI, were given a pilot 
study in 75 interviews, were revised and then used 
to train experienced interviewers. Interviewing in 
the field was under the direction of Glen Delvay 
Associates of Rider College, Trenton, N. J. 

OHI got two surveys for its money. Survey A 
covered more than 500 accounts served by one 
company in Bucks county. To double-check these 
findings, survey B included 100 accounts of four 
other heating oil distributors in Edgely, Bristol, 


Feasterville, Hatboro, Southampton, Huntington 
Valley and Willow Grove, all in suburban Phila- 
delphia. 


Here Are the Results 

This is what OHI’s twin surveys showed: 

1. Oil-heat users don’t consider the number of 
service calls they had last year as excessive. 

That goes for 91.9% of survey A accounts and 
98% of survey B accounts. 

Survey A accounts with service contracts report 
this experience: 

7% had less than 1 call. 

28% had less than 2 calls. 

31% had less than 3 calls 

7% had less than 4 calls. 

7.2% had less than 5 calls 

2% had less than 6 calls. 

7.8% had more than 6 calls. 

Survey A accounts without service contracts re- 
ported this experience: 

22.5% had less than | call 

33.5% had less than 2 calls 

21.5% had less than 3 calls 

11.8% had less than 4 calls 

5.9% had less than 5 calls 

2.4% had less than 6 calls 

2.4% had more than 6 calls 

Here’s another way of looking at it: 

e@ Half of survey A accounts with service con- 
tracts called for service 2.5 times last year, they 
think service calls become excessive when the 
average hits 5.80 calls. 

e Half of survey A accounts without service 
contracts called for service 1.9 times last year; they 
think service calls become excessive when the 
average hits 4.88 calls. 

(Continued on next page) 


How OHI's Survey Compares With Esso’s 


Esso and OHI surveys got oil users’ reactions 
to oil as a fuel and to burner service. Esso’s study 
also contrasted the feelings of oil accounts and 
gas users On their respective fuels. 

Main points of Esso’s study are: 

e Oil accounts generally dislike the need for 
burner service. 
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e Oil accounts don’t like to pay for burner 
service. 

e About 50% of oil users had negative feelings 
about oil as a fuel and said delivery, storage and 
service were problems. 

e Some 40% of oil accounts are thinking about 
using gas because it’s the fuel of the future. 





Fuel Oil 


(Begins on page 149) 


@ The feeling of excessiveness begins at 3.13 
service calls. 

2. Users say service contract coverage is satis- 
factory. That goes for 98.1% of survey A accounts 
and 98.4% of survey B accounts. Again, 98.8% 
of survey A accounts and 92.7% of survey B 
accounts say a service contract gives them a feeling 
of security and protection. 

3. Users like the one-package service contract— 
and 79.1% of survey A accounts now without 
service contracts would buy a contract that in- 
cluded all emergency calls, all parts, cleanup, 
checkup and the tank; so would 53% of survey B 
accounts without service contracts. 

As for improvements, 39.2% of all accounts in 
survey A and 12.5% in survey B would like service 
contracts to include tanks; 18.6% of survey A 
accounts without service contracts would buy a 
policy that included all services but tank coverage. 
But only 1.1% would buy a contract that included 
emergency calls and parts; only 1.1% would buy 
a policy that included only emergency calls. 

4. Users prefer to pay cash for service contracts 

55.1% of survey A accounts pay cash, 44.9% 
on instalments; 71.9% of survey B accounts pay 
cash, 28.1% on instalments. 

5. Users vote down the service-in-oil cost idea. 
That means 68.6% of survey A accounts and 
59.4% of survey B accounts do not favor includ- 
ing the price of service in the per-gallon price 
of oil. 

6. Users differ on how to spread service costs: 
84.3% of survey A accounts and 79.3% of survey 
B accounts who do not want service costs in oil 
price will pay for service on a lump-sum basis. 
Of these, 52.5% of survey A accounts and 27.8% 
of survey B accounts who like lump-sum payments 
want service costs included on monthly oil budget 
payments. Finally, 37.5% of survey A accounts 
and 37.5% of survey B accounts want to pay for 
service on a budget plan separate for oil budget 
payments. 

7. Users have ideas on how to improve burner 
and maintenance service: 

25.5% want a man sent to clean and check the burner. 

23.4% want better trained burner men. 

8.3% want two or more inspections a year. 

6.9% suggest some form of preventive maintenance. 

6.9% think burner can be improved. 

6.2% want chimney cleaning included in service con- 
tracts. 

5.5% suggest faster service 

4.8% suggest educating the public on burners and how 
they work. 

2.1% think more service men are needed. 

1.4% think servicemen should be assigned to definite 
areas permanently. 

8. Users have many reasons for not having serv- 
ice contracts. Among survey A accounts, 24.5% 
can’t afford them; 22.4% are willing to take a 
chance. 


Other reasons include lack of sales effort; me- 


chanic in house; cost too high; policy just expired; 
not satisfied with burner men. 

Among survey B accounts, 33.3% prefer to take 
a chance; 23.3% have a mechanic in the house; 
10% say they can’t afford them; 10% say they 
haven’t been asked; 6.7% feel burner men aren’t 
competent; 3.3% say contract just expired; 13.3% 
give other reasons. 

9. Users are satisfied with automatic oil heat— 
that goes for 92.1% of survey A accounts and 
96% of survey B accounts. Of the 7.9% in survey 
A not satisfied, 22.5% cited inadequate heat, 
20.2% didn’t like the noise and 13.5% preferred 
other heat. 

Additional facts: 72.9% of survey A accounts 
and 67% of Survey B accounts are using oil heat 
for the first time; 90.6% of survey A accounts like 
their radiant heating systems. About 82% of sur- 
vey B accounts like their heating systems (90% 
have either warm-air or hot-water systems, 10% 
have radiant heating. No steam systems were re- 
ported in this sample. 

10. Users are satisfied with oil deliveries, and 
that includes 99%-plus of both groups. The few 
not satisfied cite late deliveries, oil spillage and 
careless delivery men. 


What This Means to Oil Heat Men 


OHI’s Burkhardt interprets the survey’s findings 
this way: 

e@ The public believes oil heat is clean. “Only 
seven of more than 600 questioned said they were 
not satisfied with oil heat because it was dirty. 
This is a big point because the industry is now 
spending a lot of money to promote the cleanliness 
concept. Evidently, the public believes cleanliness 
to be a fact.” 

e Jobs must be sized right. “The largest group 
not satisfied with oil heat said heat was inadequate. 
This lays the problem in the lap of the installer 
because proper sizing of equipment and radiation 
is the most important factor in supplying adequate 
heat.” 

e@ Service is not a weak link. “An analysis of 
answers shows that oil heat stands high. This con- 
tradicts thinking that service is oil heat’s weakest 
link in relations with the public. When backed up 
with a service contract with parts and emergency- 
call coverage, service can be the strongest link.” 

e@ The public views service cost in oil price with 
suspicion. “There’s been a lot of thinking lately 
that including service cost in the price of oil might 
solve what was assumed to be the poor public rela- 
tions aspect of service. The survey shows that one 
of the poorest supports for good consumer public 
1elations would be to set up a general policy to 
include service in the price of oil. Any attempt to 
convert consumers to such a concept would mean 
a consistent, thorough re-education campaign. It 
means weakening consumer confidence in the 
present service contract structure.” bd 
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Keeping Good Men Longer 


Fred Burroughs, of Oil Heating Market Reports, 
produces some provocative ideas on the care and 


teeding of association officials 


AS BOSSES, heating oil men know 
the value of good executive talent. 
And they reward such talent with 
good pay and fringe benefits. 

But these same heating oil men hit 
dry holes in their relations with key 
men in their local oil trade groups. 

It’s about time changes were made, 
says Fred S. Burroughs, associate di- 
rector of Oil Heating Market Reports. 
He knows the score: he’s in close 
touch with oil-heat groups all over 
the U. S., and was national secretary 
of Oil-Heat Institute’s distribution di- 
vision for five years. 


Now’s the Time for Action 


Oil heat, Burroughs says, is waking 
up to a fuller appreciation of its mar- 
ket, to the need for self-protection, to 
the necessity of progressive tactics if 
oil heat is to keep and expand its 
position. Much of this effort, Bur- 
roughs adds, will be channeled 
through industry trade groups. 

But oil-trade groups, Burroughs 
maintains, have weaknesses. “They 
lack trained personnel, they lack 
‘manage mentality’, and all too often 
the oil man who has been successful 
regards himself as the font of all wis- 
dom in trade-group conduct.” 

“Among heating oil groups,” he 
says, “there aren’t two dozen fulltime 
salaried executives. Perhaps not more 
than half have the top-drawer ability 
oil heat needs to push ahead. And 
even this small handful has been hit 
by defections and retirements without 
gaining many new recruits.” 

With a critically competitive period 
ahead, Burroughs concludes, oil heat 
should review its message bearers. 
“The sensitive role to be played by 
oil-trade groups calls for top-rung 
management skills.” 


Here’s What Should Be Done 


Oil trade groups, Burroughs says, 
should look at paid executives in a 
new light, give them more stature 
and perhaps loosen up the purse 
strings. 

“They should come up with a rea- 
sonable progressive horizon of re- 
numeration, give the job some dignity, 
consider adding normal fringe benefits 


such as organized retirement, pension 
or savings funds—the same benefits 
oil men pay their own employes—and 
have some appreciation for opinions 
backed up by professional qualifica- 
tions.” 

Burroughs contends it’s wrong to 
regard paid executives as lackeys—on 
hand to perform when directed, to 
avoid independence of thought be- 
cause it conflicts with opinions of 
others, and to serve for the rest of 
their days in some nebulous frame- 
work “for the good of the industry.” 

“All one gains from such thinking,” 
Burroughs adds, “is dust. A_ field 
barren of enticement attracts few skills. 
A post with little honor repels loyalty 
to its service.” 

A good oil trade group executive is 
worth his salt, Burroughs says, be- 
cause he is a special breed, a man of 
many hats, all of which must be worn 
well in doing his job. 

“The skilled trade group man,” 
Burroughs contends, “is a pro adept 
at a weird game of internal and ex- 
ternal politics and intrigue—in weld- 
ing personalities, competitive jealou- 
sies and intrinsic industry objectives 
into effective action. 

“He’s flesh and blood, too, moti- 
vated by the same instincts for carving 
a career, performing an honest serv- 
ice, bringing his family the better 
things of life as he earns them—as is 
the most independent of any of his 
dealer members.” 

Adds Burroughs: “Let’s paraphrase 
an oil-heat promotion slogan: ‘If you 
love ’em, protect ’em. Oil heat is 
safer with them’.” % 


Bootee Footnote 


HEATING OIL distributors, in pick- 
ing up a New York jobber’s bootees- 
for-servicemen idea (NPN—Sept. 
pl29), are adding their own personal 
touches. 

Up in Portland, Me., Ballard Oil 
& Equipment Co. is using clear plastic 
instead of cloth material. 

Ed Hacker, boss at Ballard, went 
to a local auto seat cover shop to 
have them made. Cost: $2 a pair. 


June, 1958 * NATIONAL PETROLEUM NEWS 


Fuel Oil 


How Gas Sees You 


COASTAL OIL CO. of Newark, 
N. J., has given its resellers—and the 
industry—something to think about. 
Coastal’s dealer magazine, Coastal Oil 
Way, called in gas sales executive 
Harper Collins to give the gas man’s 
view of oil heat. 

His main points, summarized, are: 

e Oil men never learned how to 
sell while they had the field to them- 
selves; didn’t know how to counter- 
attack when gas moved in. 

e Oil heat is weak in organization, 
guidance and money—in contrast to 
gas utility and manufacturing groups 
Some top oil company executives still 
don’t seem to be interested in oil heat 

e Oil missed out by not matching 
gas in policing installations; has lacked 
research to build better and cheaper 
equipment. 

e For gas, it was good business 
to subsidize builders; oil men should 
have done the same. 

e Oil's price fluctuations annoy 
people; if price stability could be 
guaranteed, gas would be hit hard. 

e Oil has some advantages over 
gas that haven’t been plugged enough. 
These include certainty of supply 
(tank in house) in cold weather, close 
dealer-customer relationship, and abil- 
ity to service the equipment they sell 

“Instead of selling oil heating on 
its undeniable merits, ads attack gas 
or dwell on points that aren’t import 
ant,” says Collins 


Free Service Isn't 


CONNECTICUT Public —_ Utilities 
Commission has let Hartford Gas Co 
know it takes a dim view of free gas 
service to customers. 

The utility is on notice that it 
should reappraise its free-service pol 
icy and be prepared to justify its 
continuance in any future rate case 

PUC said this about free service 
“It would appear to constitute dis- 
crimination because of the lack of 
uniformity of acceptance.” 

PUC feels the cost of this service 
should be cut, with a fair cost paid 
by those taking advantage of it. 

Although the gas company was 
given a $258,000 annual rate hike, 
free service costs will be higher. The 
utility free service bill for 1958 will 
be $290,000, vs. $269,127 in 1957 and 
$237,240 in 1956 

Ihe inference is clear. It may ap 
pear as free service, but the customer 
pays for it in the end 
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Builds service profits faster! Now, 
with Alemite’s brand new electronic 
wheel balancer, you can balance 
wheels completely, on the car, in the 
record-smashing time of less than half 
an hour! Only the new Alemite 
Wheel Balancer features all these ex- 
clusive advantages to help you handle 
more balancing jobs and build service 
profits faster. 

® New “Move-About” Hand Strobe 
Light works both indoors and out- 
doors for handier, faster, easier bal- 
ancing! Built-in meter shows amount 
of unbalance and sells need for bal- 
ancing 
done. 


gives proof that job has been 


® New Dual-Control Vibration 
Pick-Up. Only the Alemite balancer 
registers both up-and-down and side- 
. corrects all un- 
balance right on the car. 


to-side unbalance. . 


Faster, Easier to Operate... 


NEW ALEMITE WHEEL BALANCER 


with exclusive Hand Strobe Light ! 


© Balances all sizes of wheels—on the 
car! No attachments needed to oper- 
ate — no additions to buy ... never 
becomes obsolete. 


® New, low-slung, all-in-one design! 
All parts, including weights, are car- 
ried in one compact, rugged, easy-to- 
roll unit. 


Three models—11/ h.p. single spinner, 2/2 h.p. 
double spinner, 5h.p. heavy-duty truck spinner 


Available Now For 
Free Dealer Showings... 


Two new Alemite full-color films on wheel 
balancing! ‘“Waggin’ Wheels” tells the story 
of the cause and effect of unbalanced wheels, 
“Noah Had A Word For It” demonstrates the 
technique of wheel balancing, and portrays 
the profit potentials of this service. Reserve 
a date for your free showings now! 





MAIL COUPON 
TODAY! 


Symbol of 


ALEMITE 


OIiviGton 


Sw STEWART- WARNER 


CORPORATIOP! 


Excellence 
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ALEMITE, Dept. AS-68 

1850 Diversey Parkway, Chicago 14, Illinois 
[_] Please contact me and reserve a date for 
free Alemite film showings. 


[_] Please arrange for free wheel balancer dem- 
onstration. 
Name 


Company 


City .. Zone ONO nccitsiscint 
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In Detroit... 


STUDEBAKER-PACKARD is. ex- 
pected to bring out a small car next 
season—and nothing else. The Pack- 
ard line probably won’t even appear. 

The new Studebakers will qualify 
as “small” by their length, but not 
by internal design. Actually, they'll 
be conventional Studebaker “Scots- 
men” minus overhang. 

The move isn’t rocking the indus- 
try. Some Detroiters consider it a 
sink-or-swim move by _ Studebaker, 
and it’s extremely doubtful that any 
of the Big Three will mount a small- 
car crash program on the basis of 
this move alone. They might step up 
schedules a litthke—but Detroit is much 
more concerned with the inroads being 
inade by American Motors and _ its 
hot little Rambler. If anything in the 
industry can force the Big Three into 
little cars, it’s likely to be the Rambler. 





e General Motors’ small car, 
when it comes, probably will be 
powered with an air-cooled horizon- 
tally opposed _ six-cylinder engine 
mounted in the rear. There is serious 
speculation in Detroit that some other 
division other than Chevrolet may get 
the small car nod from GM. 


e Air-lubricated bearings for auto- 
motive use may come in the foresee- 
able future. Auto researchers are 
working on the problem and report 
progress. The bearings require no 
petroleum lubricant, and by virtue 
of a constant stream of air through 
the bearing area, they are self-clean- 
ing. Basic principle of the air bearing 
is simply one of using air pressure 
(about 30 psi) to provide a 1/1000- 
in. film of air between the bearing 
and the metal housing in which 
it rotates. 


e Unitized bodies look almost cer- 
tain now for Chrysler’s 1960 line. And 
Ford may join Lincoln and the Thun- 
derbird in going unitized by 1960. 


e This time it’s official. Ford says 
it can now make turbine and com- 
pressor rotors for jet and gas turbine 
engines at about $100 each, plus the 
cost of blades. Ever since speculation 
about a turbine car began, the cost 
of making turbine wheels has been a 
major obstacle. But the $100 figure 
is still considerably higher than the 
goal of some research engineers, who 
are aiming at production costs as low 
as $25 each. 


June, 1958 * NATIONAL PETROLEUM 


Look, No Steering Wheel 


THIS IS FORD’S experimental steering mechanism 


Automotive 


substituting a small 


tiller bar for the steering wheel (that’s the automatic transmission shift lever 
to the left). The tiller is so sensitive it can be operated with thumb and 
forefinger—but engineers say that’s much too sensitive for ordinary opera- 
tion. Objective is continued improvement of steering mechanisms 


Oil Trucks: Safest There Are 


The industry will use that fact in its fight 
to allow oil carriers on federal highways 


PETROLEUM TRUCKS continue to 
be “the safest vehicles on the road”, 
says the 1957 edition of National 
Safety Council Accident Facts. And 
that safety record is being used by 
the industry to forestall prospective 
restrictions in the highway 
program. 

Box Score—The safety council says 
the accident rate per 100,000 miles of 
operation between 1953 and 1956 was: 

e 1.44 for all trucks. 

e 0.98 for petroleum trucks, in- 
cluding all types of carriers. 


federal 


e 0.57 for oil trucks owned and 
operated by all companies. 

The report covers 1,339 fleets with 
146,507 vehicles operating more 
than 3,29-billion miles. All types of 
vehicles were included in the oil cate- 
gory but the preponderance were 
tank vehicles. 

Ammunition—With that safety rec- 
ord, American Petroleum Institute 
and Western Oil & Gas Assn. are 
seeking cooperation from American 


NEWS 


Bridge, Tunnel and Turnpike Assn. in 
combating restrictions that may keep 
oil trucks off federal highways. 

“We urge your help in immediate 
withdrawl and/or prevention of the 
adoption of unwarranted rules against 
properly safeguarded bulk transporta- 
tion of flammable liquids that comply 
with ICC regulations, National Fire 
Protection Assn., and National Board 
of Fire Underwriters standards,” says 
Calvin T. Thomas, manager of Gen- 
eral Petroleum’s transportation de- 
partment, in behalf of API and 
WOGA. 

“Discriminatory closing of any fa- 
cilities (bridges and tunnels) to an im 
portant bulk commodity in effect 
closes a long section of highway and 
forces circuitous rounting or alternate 
mode of Thomas adds 
“Such denial of a large segment of 
public highway to an im- 


carriage,” 


modern 
portant group of highway users and 
taxpayers has implications, 
both state and national. The public 
interest would be adversely affected.” 


grave 
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The sales leader- 
ship Dill enjoys 
among so many 
Oil Company 


TBA Divisions is 
founded on the 


B. S. BYALL, Sales Manager firm policy of CO- 


The Dill Manufacturing Company : 
operative assist- 


ance which has been advanced continuously 
through the many years since Oil Companies 


entered the TBA field 


SALES MANAGER 








Teamwork that Helps Build Business and Profits 


Today, TBA Divisions represent a major activity of most 

oil marketing companies. The aggressive promotion of TBA 
business has become a vital factor in these extra service 
attractions and profit opportunities that are now so important 


to each individual service station success. 


Assisting Oil Company TBA Divisions is a long established 
Standard 
for Orig 

and Replace 


ait diene policy of The Dill Manufacturing Company. Dill field men with 


ment expert “know-how” work closely with TBA personnel to help 





educate and assist service station operators with the 





technicalities of tire valve applications, tire and tube repairs, 
and the profitable merchandising of these products and 
services. Every cooperation is provided in problems of inventory 
and marketing. Through this high degree of teamwork, the 
advanced quality of tire valve and tire repair service at 

Oil Company service stations has brought rapid growth in 


profitable sales volume. 


For your profitable association, Dill cordially welcomes every 
opportunity to assist the sales and service needs of your 
TBA Division. 





MANUFACTURING COMPANY 





700 East 82nd St., Cleveland 3, Ohio 
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How Often Do Fleet 
Owners Lubricate Trucks? 











1,000 mi. 
or less 


1,500 2,000 


2,500 3,000 4,000 


or over 





LUBE SALES TARGET: 


Survey shows 38% of fleets 


lubricate at longer intervals than 2,000 miles 


New Findings on Fleet Upkeep 


IF YOU SELL TO FLEETS—or operate one 
you can use Ethyl Corp.’s latest survey of fleet 
maintenace practices. 

This survey digs deeper than previous Ethyl 
research on the subject. It covers 187 fleets 
(former average was 166) operating 5,526 vehicles 
(former average was 4,518). These fleets rolled 
up a total of 473-million miles, used 91-million 
gal. of fuel and 3-million qt. of motor oil. They 
represent about 2.5% of all heavy-duty fleets. 

Some findings are given by engine sizes. Ethyl 
says engines over 350 cu. in. displacement gen- 
erally are specifically designed for heavy-duty 
work; those under 350 cu. in. displacement are 
essentially improved versions of engines designed 
for passenger cars. 


How Fleets Maintain Their Trucks 

Here’s what the survey reports on fleet main- 
tenance procedures: 

Oil Drains—Smaller engines (under 350 cu. in. 
displacement) are drained more frequently than 
larger engines. Over 65% of the former are 
drained at 2,000 miles or less as against 30% 
of the larger engines. Most frequently used drain 
period for larger engines is 3,000 miles. 

Oil Classification, Grade—Heavy-duty oil is 
used by 98.8% of the fleets, with SAE 30 oil used 
by more than two-thirds of the operators. Only 
five of the 187 fleets use multigrade oil. 

Filter Changes—Most fleets install a new oil 
filter at every oil drain. About 75% of the larger 
engines and 46% of the smaller engines use this 
frequency. But the former tend to wait longer 
between drain periods. 

Chassis Lubes—The 2,000-mile interval is the 
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frequency most used; 63% of the fleets do the 
work at intervals up to and including 2,000 miles 

Differential Lubes—Over one-third of the fleets 
drain differentials at regular overhaul periods 
Others prefer to change between 20,000 and 
40,000 miles, or seasonally 


How Engine Durabi'ity Stacks Up 


Fleet operators, Ethyl says, still differ on the 
merits of using well-designed smaller engines at 


lower first cost, or larger engines with good per 
formance at higher first cost 
larger engines have 


But the survey says 
a better durability record 
average life of a part Is longer. Here’s the score 
Valves—About 75,000 miles in bigger engines 
vs. 53,800 miles in smaller engines. 
Rods— 104,750 miles vs 
Mains— 130,300 miles vs 
121,600 miles vs. 91,000 


90,000 miles vs. 76,500 


75,000 
82,700 
Pistons 
Rings 
Although average gross loads for both engine 
since 1951, and monthly 
mileage for smaller engines is up to 7,000 miles 
from 5,500 miles in 1951, the mean life of two 
engine components for both engine sizes has in- 


sizes are up over 20% 


creased since 1951. Mean life of exhaust valves 
now stands at 66,600 miles, up 21.5% over 1951. 
And mean life of piston rings is now 84,200 miles, 
vs. 75,000 miles in 1951. Per cent of improvement 
has been greater in smaller engines; ring life in 
the larger engines has gone down slightly in the 
last two years 

Why? Ethyl says larger engines are at a stabilized 
level of satisfactory life but smaller engines have 
undergone progressive redesign a 





wiTh THE WY Dem x SYSTEM 


Whatever marketing system you prefer — 1-grade, 
a” [a e a ep f 2-grade, or 3-grade — the M.O.S.T. System offers 
you Maximum Opportunity for Sales and Turnover. 


However, you can enjoy all 3-grade merchan- 


& # 
dising with only 12 batteries, serve all your cus- 
MN al tomers with a smaller inventory than ever before. 
ees For example: 


PREMIUM ... about 25% of your customers are 


® 
j high quality buyers and you serve them with just 
4 “Premium” M.O.S.T. batteries. 
a DELUXE... another 66%, are medium quality 


buyers — served with just 4 “Deluxe” M.O.S.T. 
batteries. 

SPECIAL... about 10% are economy minded 
buyers — served with just 4 “Special” M.O.S.T. 
batteries. 

So, with the M.O.S.T. System you serve all 
buyers with just 12 batteries. Your M.O.S.T. in- 
vestment is low — inventory compact with loads 
of trade-up eye-and-buy appeal — your turn-over 
is fast and complete with 100%, sales opportunity) 
for you. 


4 Premium batteries ... for Premium marketing, ABM Globe Re Gite 


; Group Size Spinning Power | Sp p 

(4 M.O.S.T. batteries replace 14 conventional sizes). (in each grade) PREMIUM DELUXE SPECIAL 

6-volt 
1M 1M-100 1M-75 1M-50 
2M 
2L-—2N 2N-100 2N-75 2N-50 
2HF-—~3N 
2E—3NR 


12-volt 
27SH—24S 248-60 


3EE-—60K 
28N—32N 28N-60 






































How it's Done 

: Unique design is the key to the M.O.S.T. System. 
Plus 4 Deluxe batteries Sil leita inet Mies SURE-LOK channels, plus SURE-GRIP Hold-Downs 
orks in battery’s GRIP-RIDGE, fit any M.O.S.T. battery 
market, (8 M.O.S.T. batteries replace 28 conventional sizes). into any size battery carrier—solidly, rigidly, superior 
to original equipment. Unitized-cover cases give broader 
power range. Unit packaging of dry-charged batteries 
permit serving up factory-fresh power without delay, 

waste, measuring or guesswork. 


For further details on the M.O.S.T. System for greater sales and 
profits, write Globe-Union today. Ask for bulletin G-100. 


SPINNING POWER 


3 


SPLIT-SECOND heey 


Plus 4 Special batteries tor rrmim.oeurxe ond ~=©6@ GLOBE-UNION INC. 


Special (economy) marketing, (12 M.O.S.T. batteries replace MILWAUKEE 1, WISCONSIN 
42 conventional sizes). 


If it’s Petroleum-powered there’s a GLOBE-BUILT BATTERY right from the start! 
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Professional actors hit the road to demonstrate selling techniques to Imperial dealers 


What's Imperial’s Secret? 


A company that raises budget tire sales 400% must have some tricks 
up its sleeve. At Imperial Oil, Ltd., the tricks begin with attractive 
terms and a highly professional pitch to dealers 


TBA MEN at Imperial Oil, Ltd., claim they’re 
puzzled by the 400% gain they’ve chalked up in 
budget tire sales. 

Says TBA sales manager Freeman Reason, “I 
don’t have any secrets on how we did it. Maybe 
we just worked a little harder on it.” 

Jack Burkholder, in charge of marketing pro- 
motion for the TBA division, thinks the big clue to 
the increase is buried somewhere in these three 
points: 

Imperial was first in Canada with TBA credit- 
plate charging. It promoted cards and charging 
vigorously—to dealers, attendants and customers. 

Budget terms were liberalized as soon as Cana- 
dian laws permitted. Imperial used mail ads with all 
invoices to credit card holders; repeated plugs in 
its dealer house organ; point-of-sale advertising at 
stations. All of this, said Burkholder, won the 
dealer’s interest. 

Every effort was made to pep up dealer meetings. 
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Professionally demonstrated sales techniques helped 
set dealers on fire with sales enthusiasm 


Paving the Way for Bigger Sales 

Time payment wasn’t widely used in Canada 
when Imperial liberalized its terms for tire and 
battery purchases. Many Canadian businessmen 
regarded it as an undignified way to do business 
Extent of public acceptance was still uncertain 

Imperial was already offering 90-day terms on 
tires and batteries to credit card holders. But it 
took two changes to make the plan click 

e Addition of six-month budget terms 

e@ Adoption of dollar limits on maximum credit 
terms, replacing the old unit system. Customers 
making $20-$50 purchases got 90 days; on amounts 
over $50, the new six-month terms were applied 

Dealer reaction to both changes was fast. Budget 
sales spurted upward 


“[ don’t think our dealers were ever too keen 
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« . . New-style sales education, teamed with new terms and 


new credit cards, turned out to be an ideal combination” 


(Begins on page 157) 

on the straight ‘tire unit’ scheme of selling,” says 
TBA manager Reason. A little thing, but the new 
dollar brackets made a big difference. “The dealers 
really took hold of this,” says Reason. 

New Credit Cards—lIt wasn’t planned that way, 
but TBA budget sales got another strong assist 
right on the heels of the liberalized terms. It came 
when Imperial introduced a new type of credit 
card and installed credit card imprinters at all 
stations. As is always the case when a new credit 
card is adopted, it drew unusual attention*® from 
both dealers and customers. 

For the first time, many credit card customers 
became aware of their time payment privilege for 
tire and battery purchases. But the credit card 
promotion didn’t stop there. Imperial took full 
advantage of the publicity opportunity and adver- 
tised its credit cards on a scale never before at- 
tempted. 

Dealers were encouraged to look for new credit 
card accounts, and to use the credit card privilege 
as an inducement to get new customers. As a result 
of all this activity, the number of credit card holders 
multiplied to record high totals. 

Learning to Sell—Budget sales got a real shot 
in the arm from the combination of new card 
holders and revised budget terms. The big gains 
proved to Imperial that time payments were wel- 
come in Canada. 

The next move was to educate dealers in active 
solicitation of tire business—using the budget plan 
as a closing argument with reluctant buyers. Budget 
selling was tabbed as a key theme in an ambitious 
new program of dealer meetings. 


Professionals Pitch, Dealers Catch 


Like most marketing companies, Imperial relies 
heavily on dealer meetings to spread information. 
It also faces the common pitfalls of scattering its 
informational shots, and using speakers who may 
be hotshots at their desks but duds on the platform. 

Professional Touch—To avoid these hazards, 
Imperial turned to professional actors to carry the 
sales message. Six “Industrial Road Shows” were 
set up to blanket Canada. “They’re understand- 
able by everybody,” says TBA manager Reason, 
who also feels they achieve maximum impact in 
introducing products and techniques. 

In a typical show, for example, the object is to 
show that attendants are salesmen too—just as 
much as dealers. The message is carried this way: 

(Attendant sitting on stage reading a paperback. 
Dealer enters with tire, rolls it against attendant’s 
chair, Attendant jumps.) 


ATTENDANT: Hey, what the . . . sorry boss, I didn’t 
hear you. 

DeALER: Exciting book? 

ATTENDANT: Yeah, real hot stuff. There’s this sales- 
man who picks up this doll, just after he’s swung 
that big deal... . 

DerALER: How about swinging a deal yourself? 
ATTENDANT: Me? Look boss, I know how to pump 
gas real good, I’ll even wipe windshields, but I’m no 
salesman. 

DEALER: How do you know? You've never tried. 
ATTENDANT: I wouldn’t know how to start. 

This sort of dramatization, Imperial finds, strikes 
a common note in audiences. In Canada, at least, 
it’s an age-old situation that the attendant is tradi- 
tionally resistant to the idea that he’s a salesman. 

This script gives the dealer a chance to cover all 
the merits of the Atlas Plycron tire, then picks up 
a typical selling problem: 

ATTENDANT: you're really excited about 
this here tire, aren’t you? 

DEALER: I sure am. How about you? 

ATTENDANT: I got a calm disposition. 

DEALER: Do you think you could sell it? 

ATTENDANT: Sure, if I met a customer who wanted 
one badly enough. 

DeALER: That’s not selling. You’ve got to find out 
if he needs one. 

ATTENDANT: Me? How? 

DeALER: Every time you give air-standard service, or 
lubricate a car or even sell gasoline, you have a 
chance to look at the tires. And if they’re worn, that’s 
your cue. 

ATTENDANT: But supposing he wants to wait until 
they’re really worn out. 

DeaLeR: Then you tell your customer that it isn’t 
safe to wait until his tires are worn down to the rim. 
Remember, 90% of all tire failures occur during the 
last 10% of tire life. 

ATTENDANT: That figures, but supposing he kicks at 
the price? 

DEALER: Then you tell him about the trade-in allow- 
ance on his old tires. 

ATTENDANT: But supposing he’s fresh out of cash? 
DEALER: That’s easy, if he’s an Essomatic Credit Card 
customer you can remind him about the Essomatic 
credit terms. 

These and a wide variety of other scripts have 
been used to tell dealers where and how to work 
the time payment suggestion into a tire sales talk. 
Scripts are analyzed by Imperial’s market research 
staff by checking audience reception and memory 
for details contained in the scripts. 

The new-style sales education, teamed with new 
terms and new credit cards, turned out to be an 
ideal combination. Together they brought a four- 
fold increase in Imperial’s budget sales. * 
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WHERE WOULD YOU USE THESE VALVES? 


What they do: 


One Rockwell-Nordstrom Multiport valve can do the job of three or four 
ordinary valves! By simply moving the lubricated plug through 90°, flow 
through the valve ‘“‘ports’’ is stopped, or diverted. This means that piping is 
greatly simplified and the saving in valves is obvious. Rockwell-Nordstrom 
Multiport valves cost less to use, too, because the lubricant that assures 
positive shut-off also eliminates metal-to-metal wearing friction. 

For just a few of the literally hundreds of stop and port arrangements, see the 
drawing below. How could you use these valves in your flow control system? 


Here are a few uses: 


Rockwell-Nordstrom Multiport valves are used in.the process industries for 
batching, blending and product flow control . . . they’re used in refineries for 
product lines and pressure relief on vessels . . . they’re used in many industries 
where flow must be stopped, changed or relieved. To get more information on 
where and how Rockwell-Nordstrom Multiport valves will save you money, 
send the coupon below. 


Rockwell Manufacturing Co. 
Pittsburgh 8, Pennsylvania 
ROCKWELL-Nordstrom VALVES Please send bulletin V-203 


{|_| Please have your sales engineer call 


ti ROCKWELL®| | ~~ 


Address 


MANUFACTURING COMPANY Se 








Tires—Batteries—Accessories 





Light Repair: 


Big Profit-Builder 


It's a large market with an overwhelming number of dealers already 
in it. To oil men, it means more successful dealers, more TBA sales. 


SERVICI STATIONS are now 
solidly entrenched in light mechanical 
repair, if you can safely project a 
small sample. 

Leading off a 
panel discussion 
at the Oil Indus- 
try TBA Group’s 
St. Louis meet- 
ing, Pure Oil's 
Don Wigman 
gave this report 
on 200 dealers: 

© 76% do 
brake work. 

e 74% offer 
tuneup service. 
e 69% install shock absorbers. 

e 55% provide carburetor service. 

No one on the panel doubted that 
this small survey reflected the na- 
tional scene accurately. Many had 
heard of similar reports, on a larger 
scale, by Electric Autolite and United 
Motors Service. 

Why?—Wigman, an assistant TBA 
manager for Pure, carried his survey 
a step further to find the causes of 
this mass expansion: 

e 93% of dealers doing light re- 
pair are doing it for the extra income; 

e 88% felt they had to do it to 
hang on to their gasoline customers; 

e 13% felt it would be a drawing 
card for new gasoline customers. 

Brake Service—Figures produced 
by H. H. Brandenburger, Wagner 
Electric Corp., showed a wide gap in 
station brake work: 47% of stations 
adjusting brakes, 26% repairing them. 
The panel still felt brake work is a 
popular station sideline. 

Brandenburger estimated the total 
brake service volume at $560-million 
annually or about $10.75 per car per 
year. Training can be compressed into 
a five-hour course for the average 
station man, who’s likely to be famil- 
iar with light mechanical problems 
anyway. It’s mainly a matter of judg- 
ing when parts need to be replaced, 
and he should learn to make his deci- 
sions on the side of safety. Charts, 
manuals and checklists help him 
locate the 14 kinds of brake trouble. 

For the dealer who buys drum 
turning and shoe relining from out- 
side specialists, he'll need these tools, 
in addition to a small stock of parts: 
brake spring pliers; wheel pullers; 


By F. C. Sturtevant 
IBA Editor 
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drum micrometer; special wrenches; 
and pressure bleeding equipment to 
force brake fluid into the system. 
Adjusting can be done in 15 minutes; 
relining in 3 to 4 hours at the most 
or much less when dealing with out- 
side specialists. 

Shock Absorber Growth—Replace- 
ment sales of shock absorbers were 
40% higher in 1957 than in 1955, 
said Robert L. Baxter, Monroe Auto 
Equipment Co. Changing shocks 
takes 30-45 minutes on the average. 

Anyone can do the work, said 
Baxter, if he can manipulate the 
normal hand tools used in all stations, 
plus vise-grip pliers; floor jacks (or 
hoist); penetrating oil; and a cold 
chisel or hacksaw, in some cases. A 
station doing 20,000 gal. a month can 
pay the rent on the profit from one 
set of shocks a day, or about 2% of 
total prospects. 

Why Mufflers?—Like some other 
items in the light repair category, 
mufflers have a close relation to 
engine performance. Aside from noise 
and carbon monoxide danger, said 
Monte C. Hunt, Walker Mfg. Co., 
collapsed or loaded mufflers cause 
waste of gasoline, overheated valves, 
as much as 10-12 hp loss, increased 
blow-by and sludging tendencies. 

Hunt suggests this market yard- 
stick: An exhaust system replacement 
for every 1,800 gal. of gasoline; or 
for every 20 oil changes; or one a 
year for every other regular station 
customer. Average mechanical apti- 
tude is enough, and the only equip- 
ment needed is a hoist; a muffler 
neck slitting tool costing from $1.50 
to $2.50; a hack saw or pipe cutter; 
penetrating oil or a heat tool, costing 
about $14 to break rusted connec- 
tions. 

Carburetor Service—A better name 
would be “fuel supply system service,” 
suggests V. F. Thompson, Carter Car- 
buretor Corp. With the trend to bet- 
ter engines, he believes the service 
ought to be on a periodic basis, say 
every six months or 5,000 miles. 

He estimates that last year the 
total volume included 16.5-million 
carburetor cleanouts;  11.3-million 
overhauls; 729,000 replacements; 4- 
million new fuel pumps, and 1.5- 
million rebuilt pumps. 

Dealers who go in for carburetor 
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work must have both special training 
and special equipment. While it’s 
often possible to give a man with some 
experience a brush-up course in three 
evening sessions, a start from scratch 
takes 8 weeks, two nights a week. 

A dealer may need as much as 
$75 worth of equipment, said Thomp- 
son, including such items as float level 
gages, special screwdrivers, and an 
extensive stock of parts. 

Tuneup Dollars—Leading the light 
repair list in volume is engine tuneup. 
Tom L. Kendall, United Motor Serv- 
ice, estimates there will be 60-million 
minor tuneups sold in 1958 for a total 
of $2.2-billion, parts included. 

Nowhere is the overlap between 
light repairs and TBA so apparent as 
in Kendall’s breakdown of tuneup 
revenue. Of the total $2.2-billion, 
$1.4-billion represents the retail value 
of parts replaced in the normal proc- 
ess of a tuneup job. A major part of 
the expected parts revenue—84%— 
consists of batteries, fan belts, spark 
plugs, lamps, fuses and other items 
in every oil company’s TBA line. 

The reason is simple enough. By 
its nature, tuneup is one of the best 
all-inclusive ways to uncover needs. 
It performs the testing so often 
preached by TBA men—at a profit 
for the dealer. 

As preparation for tuneup work, 
Kendall says, a man with some me- 
chanical bent will need 24 hours of 
training, which can be stretched out 
over any desired period. Necessary 
equipment, Kendall estimated, can be 
bought for between $200 and $300. 

New Policy—A combination of 
trends has inspired the growth of light 
repair work at stations, said panel 
moderator John K. Howe, Skelly Oil 
Co. They are chiefly the shift to the 
suburbs; changes in buying habits; and 
the higher cost of new stations, re- 
quiring new sources of additional 
dealer revenue. 

These trends have their effect 
throughout the oil industry. There are 
three good reasons, said Pure Oil’s 
Wigman, why oil companies would be 
wise to encourage light repair work: 
They have a chance for a better rent 
return from their stations; their deal- 
ers should be in a more sound condi- 
tion; and it should bring them an in- 
crease in TBA sales. & 
1958 
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What's New in 





Premium nylon 


sai passenger tire, called the “Gold 
Seal,” has been added to the Dunlop 
line. Tire is available in 14-in. and 15- 
in. sizes with either black or white side- 
walls. Tread design is called Cobra 
Curve taking its name from “unique 
circumferential siping.” New tire carries 
a 22-year road hazard guarantee. 


“Leather Magic’ 


is the trade name of a new clean- 
ing compound offered to the resale mat 
ket by Choldun Mfg. Corp., 331 East 
St., New Haven, Conn. It is said to clean 
by gentle application when applied to 
either leather or plastic car interiors 
Packaged in 16-oz. bottles, encased in a 
plastic bag with a special sponge, priced 
to retail at $1.50. 


Cellulose sponge 


in a new, large size, is designed 
for cleaning cars, boats and other large 
surfaces. Promoted by Du Pont, this 
7x5-in. “man-size” sponge is being mar 
keted in a polyethylene envelope in a 
moist state. Purpose is to reflect the 
ability of the sponge to absorb 20 times 
its weight in water, and to offer more 
appeal to prospective customers 


Marine extinguishers 


loaded with dry chemical, feature 
special salt-water-resistant undercoatings 
and Ansul marine name plates indicat 
ing Coast Guard approval. Four portable 
models with 4, 10, 20 and 30 Ib. dry 
chemical designed for 
smaller craft with accessible engine com 
partments. Made by Ansul Chemical 
Co., Marine Dept., Marinette, Wis 


capacity are 


New Hood Tire 


developed by the 
division of B. F. Goodrich has three 
features said to make it safe for sus 
tained, high speed turnpike driving. The 
features are a 30-degree cord angle, com- 
pared to 38 conventional 
tires; high concentration of six plies of 
nylon cord; single unit, or “slab” tread 
construction 


associated lines 


degrees for 


Contact points 


. IN One-piece sets are offered by Kem 
Mfg. Co., Fair Lawn, N. J., in a new 
line of 12 sets, to fit all Delco-Remy, 
Autolite and Ford systems. Called Ven- 
O-Lated points, units are factory pre 
assembled and aligned to drop into place 
in the distributor. Part numbers have 
been consolidated by eliminating dupli- 
cations in conventional two-piece sets 
due tO minor contact arm variations of 
otherwise identical sets. The new 12 
set line is said to give coverage for 


which 20 sets were formerly required 
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Air-conditioner 


introduced by 
2915 


for cars has been 
Climatic Air Conditioning Co., 
Canton St., Dallas 26, Tex. Company 
has been marketing a car cooling unit 
for the past years. New unit its 
16-in. wide, 642-in. high, by 10-in. deep 
Manufacturer claims it is competitively 
priced, and can be easily transferred 
from one car to another 


several 


Rubber lubricant 


formulated by American 
Stick Co., of Muskegon, Mich., and mat 
keted by Goodyear is said to be suitable 
for safe application to all types of rub 
well as for mounting and de 
mounting all types of Other 
are lubrication of rubber fittings, clean 
ing and dressing up floor mats, tires, 
weatherstripping and other 


Grease 


ber as 


tires uses 


acCessories 


Liquid car wash 


for manual or mechanical applica 
been added to the Flare line 
Bell Co., 411 N. Wolcott Ave., 
22, Ill. Packaged to retail at 
under a dollar, the 12-02. can is claimed 
to give the car owner 15 car washes 
Said to dry with 
safe for all car 


tion, has 
by the 
Chicago 


each 
and to be 


for less than 7¢ 
out streaks 
finishes 


New spark plug 


tested and approved by Volkswagen, 
has been added to the Champion line 
Called the L-85, the new 14 mm plug 
has a special reach of 0.472 inches and 
relief and terminal stud 
especially suitable for use in the Volks 
wagen engine. Plug is with a 
fixed outside gasket to prevent possible 
time of installation. Plug has 
also been tested and found to give ex 
cellent performance in Borgward, BMW, 
Goliath, Lloyd and Porsche 
cording to Champion 


a thread steel 


made 


loss at 


Cars, ac 
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Tire repair catalog 


covers equipment, materials, sup 
plies for retreading, repairing, 
passenger, truck, farm implement 


Servicing 


indus 
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HAND and ELECTRIC 
FOR MORE EFFICIENT and 
PROFITABLE DISPENSING . . . 
OF PETROLEUM PRODUCTS 


There's a Wilson pump for every size con 
sumer-commercial account. Manufacturing 
GASBOYS, KEROBOYS, OILBOYS, AND 
ROTABOYS for the Oilman is our full-time 
business. .. This specialization is the reason 
for overwhelming popularity of Wilson 
pumps and outfits 


~~ 


T 


a 


[ 


¥ 


Write today 
for new catalog. 


WM. M. WILSON’S SONS, INC. 
LANSDALE, PA. 





out of 
every 


BUYS 


WHEN YOU OFFER IT 
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(Continued from page 161) 

trial and off-the-road tires. Published 
by Myers Tire Supply Co., 816 E. Mar- 
ket St., Akron 5, Ohio, the 1958 edi- 
tion (116 pages) includes useful infor- 
mation on repair and service work. Free 
if requested on business stationery. 


Radiator bulletin 


. is designed for posting on service 
station walls as a handy guide for servic- 
ing cooling systems in the spring. Pre- 
pared by Warner-Patterson, bulletin’s 
diagrams serve as reminders to the 
dealer to inspect radiator hoses, fan belts 
and radiator caps. Instructions covet 
draining the system completely, flushing, 
refilling and adding inhibitors. 


Car lighting catalog 


. is a 40-page, four-color publication 
covering the newly expanded lines of the 
Auto Lamp Mfg. Co., 2909 S. Indiana 
Ave., Chicago 16, Ill. Line includes 
chrome-plated license plate frames and 
plug-in spotlights, as well as directional 
signal, stop-and-tail license, clearance 
and marker lights for cars, trucks and 
mobile homes. 


Manufacturers . 


» Car Owners. - - 
The 
ee 


Agee 


_ POWER 
wn Be 5 or goats 








Kennett Oil Merchandisers make it 
easier to sell add quarts 


SELL 
more oil with — STOW 


Bennett Oil Merchandisers put _ ‘sland display 


the oil right on the island — 
within easy reach — where cus- 
tomers see it and buy it. Hand- 
somely designed and sturdily 
built, Bennett Oil Merchandis- 
ers pay for themselves many 
times over in increased sales, 
time and steps saved. Illumi- 
nated Sign available. Panel 
Lock ends pilferage and there’s 
no need of moving the display 
when station is closed. 

The Bennett “Rule of 4 Plan” 
shows you how to sell more oil 
easier and make more money. 
Write for it today. 


Traditional Bennett Quality 


used cans 


2 ae 


steps and 
end clutter 


JOHN Woop Company © Bennett Pump Division, 


IN CANADA: JOHN WOOD COMPANY LIMITED « Toronto + Montreal « Winnipeg « Vancouver 


gots 
r PRESENT car 


Pinsipare ae 


Bendix Products division of Bendix 
Aviation Corp., South Bend, Ind., has 
designed a new power brake display. It 
contains the brake unit and accessories 
needed for installation. Copy features 
ease Of installation on present car. 


The Dumont EnginScope is getting a 
trial in a Firestone company store as 
a traffic builder. The store uses news- 
paper space to advertise a free motor 
analysis with every oil change, for two 
days only. 


Simoniz Co. is currently promoting its 
new liquid Bodysheen, backing it with 
unusually heavy consumer advertising. 
Copy emphasizes the one-step feature, 
and the “high-dry” shine imparted to all 
car finishes. 
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There’s a Thermoid Hose 





Wix Corp., filter manufacturer of 
Gastonia, N.C., is offering an equipment 
premium in the form of a special low 
price on type of battery carrier called 
a “Battery Go-Cart.” It is being made 
available to dealers at “a fraction of its 
cost,” says Wix, with orders for small 
stocks of Wix oil or air filter cartridges. 
The cart is of all-welded steel, with 
rubber tired steel wheels, an insulated 
handle and cable rack, and a set of 8- 
ft. booster cables with insulated grips 
Carries either 6 or 12 volt batteries. 









American owners of foreign cars with 
tires made by BFG associate companies 
in Europe may now have them serviced 
here under the domestic Lifetime tire 

¢ guarantee. Tire brands are B. F. Good 

rich, Veith, or Kleber-Colombes. 






Western Auto Supply Co. has begun 
advertising its Davis Nylon tire line on 
a national scale. Copy calls attention 
to the 4,000 Western Auto stores 
coast-to-coast that back the Davis full 
road hazard guarantee. 





General Tire & Rubber Co. is backing 
its Dual 90 tire with a new guarantee 
Prominent feature of current national 
advertising is the headline: “We Pay 
for Road Service if You Have a Punc- 
ture.” Offer covers entire cost of service 






AC Spark Plug division of. General 
Motors has unveiled a new transparent 
package for its marine line. In a move 
to promote “impulse” sales for dealers, 
the AC marine plug is now packaged 
with a clear plastic facing in “belts” of 





eight that can be hung in customer 
traffic areas. The “Spare Pac” mer- 
chandiser is suitable for tackle box stor 
age because it is waterproofed. When 
hung in a noticeable location, it serves 
as a reminder to boat owners to buy 
extra AC plugs. Other sales aids include 
displays and a marine line catalog 










Personnel... 








Victor Holt, Jr., 
vice president in 
charge of _ sales, 
Goodyear Tire & 
Rubber Co., has 














4 been elected exec- 
utive vice presi- 
dent, succeeding 

s R. S. Wilson, re- 


tired. Holt joined 
Goodyear in 1929, 



















after graduating 
from the Univer- 
Holt sity of Oklahoma, 


where he was an 

All-American star in basketball. He was 

a general line salesman, adjustor, store 

manager and district sales manager be 
fore coming to Akron in 1942 

. 

James A. Napier has been named di 

rector of the allied sales sections of 

U. S. Rubber’s tire division. In his new 
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too ! 










In port ... at the gas pump... 
on a drilling rig . . . or for home 
fuel delivery, you’ll find rugged, 

Package design and display are wna” 

Leak tune. come. than: Thennetd long wearing Thermoid Hose 

helps TBA marketers sell Fan Belts. ...the flexible “pipeline” of 


the petroleum industry. From 













port .. . to pump, regardless of 
the application, it pays to 
specify Thermoid. 


ermol 









Thermoid Company 
Trenton, N. J. * Nephi, Utah 








OIL SUCTION AND 
DISCHARGE HOSE 


Ni Quabily Pays Off..iee Gelva Sowice Life! 


Everything in Goodall’s many years of hose-building experience has 


contributed to the design and construction of “Oil King” to insure utmost 
reliability in oil and gasoline suction and discharge operations between 
tanker and dock. 

Tube is a smooth, tough ‘Synplastic’”” compound which offers minimum 
flow-resistance and withstands, throughout its long service life, the 
deteriorating action of oil and gasoline. It is inseparably bonded to the 
carcass, which is of multiple-ply, high-tensile fabric construction, with 
steel wire reinforcement to assure maximum resistance to bursting. 
The durable bonded-on cover is also “Synplastic!"*—highly resistant 
to abrasive wear and weather. 

Despite its rugged build and great strength, “Oil King” is extremely 
flexible—and stays that way. Made in sizes 4" to 12", 1.D., and in 
maximum lengths of 50 feet. 


“If it’s GOODALL it MUST be GOOD!” 


Contact Our Nearest Branch for Details and Prices 


Standard of Quality—Since 1870 HOSE + BELTING - FOOTWEAR + CLOTHING 
AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED STATES. 
1N CANADA GOODALL RUBBER CO. OF CANADA LTD., TORONTO. 


TBA 


(Continued from page 163) 


post he will be responsible for sales in 
the Fisk, Gillette, bicycle, aircraft and 
bus mileage divisions. He was formerly 
assistant sales manager for U. S. Tires 
division. 

. 


P. M. Shelton has been named to the 
newly created post of TBA Merchandiser 
in the retail sales division of Humble 
Oil and Refining Co. He was formerly 
a district salesman in the Northeast di- 
vision, where he filled a series of posts, 
starting in 1948 first as a tank truck 
loader, and later as truck salesman. 


Ralph K. Shantz now fills a combina- 
tion post with Supertest Petroleum Ltd., 
of London, Ont. He is manager of TBA 
sales and in addition has charge of the 
newly formed Burning Oils department. 
Shantz returns to Supertest, where he 
was formerly TBA manager, after an 
interlude in the battery business. 

> 


Roger D. Steinbrey has been given a 
special assignment in TBA sales devel- 
opment with oil companies for Mans- 
field Tire & Rubber Co. He will be 
an assistant to Paul J. Sandridge, sales 
manager of Mansfield’s special accounts 
division. He was formerly special repre- 
sentative attached to American Oil Co. 

* 


B. L. Smith has been made assistant 
sales manager for Pennsylvania Tire Co., 
Mansfield, Ohio. He replaces F. G. 
Schmidt who recently became manager 
of the Central division. Smith has been 
with Pennsylvania for the past three 
years in various capacities, most recently 
aS Operations manager of the Pacific 
Coast division. 

7 


William C. Lee has been named to 
the new post of director of distribution 
and marketing for AC Spark Plug’s re- 
placement sales. Lee was formerly east- 
ern sales manager. A native of Duluth, 
Minn., he was graduated from the Uni- 
versity of Wisconsin school of business 
administration. 

. 


W. Horace Mason has been elected 
president and general manager of Seiber- 
ling Rubber Co. of Canada, Ltd., 
foronto, He succeeds Marcus L. Brown, 
who continues as a director. Mason 
joined Seiberling at Akron in 1926, go- 
ing to the Canadian company in 1952. 
A native of England, he came to the 
United States as a boy. 


Grover C. Clark has been named 
manager of merchandising and oil com- 
pany sales for the Associated Lines di- 
vision of B. F. Goodrich, handling the 
Hood, Diamond, Miller and Brunswick 
tire brands. Clark has been with Good- 
rich since 1939 in various sales and 
advertising capacities in St. Louis and 
Akron 
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“In 14: months...not 


a single bearing 


lubrication failure 


= 


Conveyor-stacker handling moist, 


sticky material which builds 


with lithium-base grease!” we tries 


THE PROOF IS IN THE PERFORMANCE... 


lithitum-base orease 


does the job... _ 


y 


\,. Ore unloading conveyor rollers / 
handling 200 tons of f 
ore per hour. 


Pinion gear transmitting power 
from 600 h.p. motor 
to a ball mill. 


Pan Conveyor handling hot clinker 
(1600°F), roller bearings in 
dusty, moist atmosphere. 


c te. — esd 
Leach tanks handling hot slurry, 
* agitators driven by Falk 
gear reducing units. 


Here’s a report of our own experience with lithium- 
base grease under extreme industrial service condi- 
tions. Approximately 95% of the grease used in the 
plant of AMerican Litni1um CHeEMIcALs, Inc., our 
subsidiary at San Antonio, Texas, is lithium-base, 
one-type grease. In fourteen months operation we 
have not been able to trace a single cause for bearing 
failure to the lubricant used. The on-the-spot photos 


REG. U.S. PAT. OFF 


V.A. Wemco classifier, part of wet 
grinding system, lower bearing 
submerged in hot sludge. 


above give graphic evidence of the rugged bearing 
service requirements in this plant where lithium ores 
are processed into high-grade lithium hydroxide, 
itself an important ingredient in lithium-base grease 
Performance like this is why grease chemists, manu- 
facturers, marketers and users all attest to the superi 
ority of lithium-base...the one grease in place of 
many for efficient and economical operation. 


ett American Potash & Chemical Corporation 


3030 West Sixth Street « Los Angeles 54, California 


Want to know more about TRONA 


lithium hydroxide monohydrate ? Send for our LOS ANGELES * NEW YORK * SAN FRANCISCO * ATLANTA * PORTLAND (ORE.) 


technical bulletin on this important 


chemical ingredient in lithium-base greases Export Division: 99 Park Avenue, New York 16, New York 
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Equipment 


New Way to Speed Unloading 


Using oversize fill pipes in underground storage tanks, an engineer 
comes up with some striking increases in flow rate 


IT TAKES SEVEN MINUTES for a 6,300-gal. 
semi-trailer to unload at Atlantic Refining Co.’s 
Pennsylvania Turnpike stations, delivering simul- 
taneously through two 4-in. hoses. 

Key to the trick is 6-in. pipe in the underground 
tanks. Each 10,000-gal. tank is fitted with a 6-in. 
internal fill pipe extending within 4 inches of the 
tank bottom; a 6-in. external section extends from 
the tank to above grade. 

The extra-diameter pipe is the brainchild of 
Philadelphia Valve Co.’s James A. Jensen. He’s 
been experimenting to find the effect of different- 
sized fill pipes on flow rates. 

The Oversize Effect—Jensen experimented with 
both 3-in. and 4-in. truck tank piping, although 
3-in. is the practical maximum now used in the 
industry. Atlantic has equipped only one semitrailer 
with 4-in. piping. 

For his experiments, Jensen used a conventional 
3-in. emergency valve, 3%-in.-I.D. tubing, a 3-in. 
faucet and 15 ft. of 3-in. hose, with a tight connec- 
tion to the fill pipe for the underground tank. Here 
are the flow rates he measured: 

e 247 gpm with 3-in. pipe 

e 279 gpm with 4-in. pipe 

e 284 gpm with 5-in. pipe 

e 279 gpm with 6-in. pipe 

e Lower rates with 7-in. and 8-in. pipe. 

A tight connection is essential. For example, 
Jensen found that the rate of 247 gpm with a 3-in 
fill pipe drops down to 188 gpm when a 12-in. 
long slip tube is substituted for the tight connection. 

(A conventional semitrailer with meters, unload- 
ing through a 3-in. fill pipe, gives a flow rate of 
only 80-100 gpm with a loose connection or 125- 
150 gpm with a tight connection, says Atlantic.) 

With a 4-in. valve, 4%-in.-I.D. tubing reduced 
in size just before the 3-in. faucet, and the same 
3-in. hose, Jensen measured these flow rates: 

e 263 gpm with 3-in. pipe 

‘e 304 gpm with 4-in. pipe 

e 313 gpm with 5-in. pipe 

Again, these rates are considerably higher than 
the 198 gpm obtained with a slip tube connection. 

No tests were made with 4-in. discharge hose, 
but calculations based on these data indicated that 
a combination of 4-in. hose and 6-in. internal fill 
pipe might yield a flow rate approaching 500 gpm. 

Jensen believes the best payout can be expected 
from two combinations: 

For truck tanks with a 3-in. discharge hose, a 
4-in. fill pipe extended to within 4-in. of the tank 
bottom, and not less than a 2-in. vent pipe. 

For truck tanks with a 4-in. discharge hose, a 
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6-in. drop pipe to within 6-in. of the tank bottom, 
and not less than a 2'/2-in. vent pipe. 

He also recommends that piping be free from 
service ells or other fittings with cast male threads, 
because their inside diameter is undersize. Pipe 
joints should be made up tight with compound. 
Leaks won’t show because the vacuum sucks air 
into the line, but air leaks will reduce the vacuum 
and greatly reduce the flow rate. 


How About the Cost?—One major oil company 
is now planning a limited trial of larger fill pipes 
The trial will be primarily a cost study to see it 
the time saved can overbalance the added cost of 
the larger equipment. Even if no change is made in 
the conventional 3-in. hose and truck tank piping, 
expensive oversize fittings are needed for the bigger 
drop pipes, multiplied by all the underground tanks 
that would have to be equipped 

One major already has a policy of installing 4-in 
drop pipes in the underground tanks of all new 
stations. Conversion of existing tanks is regarded 
as out of the question because of the cost 


Another company has made trial installations of 
larger fill pipes, with encouraging results. On the 
other hand, many other majors are sticking with 
conventional 3-in. equipment for both trucks and 
underground tanks. They plan no changes or trials 
unless conclusive evidence of savings is produced 

Some operating men point out that most of thei 
trucks make less than full dumps, and of necessity 
are meter-equipped. In some cases they find that 
present unloading speeds are already too fast for 
the meters, and have had to be slowed 


Watch the Vents—Along with other costs, vents 
larger than the 1'%-in. diameter generally used 
would be needed to attain maximum flow rates 

Says Atlantic operations manager M. G. Davis 
“For a number of years we had been using 1'/2-in 
vent pipes. With the increase in tight connections 
and higher flow rates, we have changed to a 2-in 
vent. Also, we had been using an inverted ‘I 
header at the top of the vent pipe, which discharged 
downward. In conformance with the new National 
Fire Protection Assn. Code we are eliminating any 
header, installing a 45-degree elbow and cutting 
off the end of the pipe at a 45-degree angle, so 
that it discharges horizontally.” 


Future Trends—Davis looks for the oil industry 
to gradually adopt faster unloading methods: “In 
spite of the one major disadvantage in making 
deliveries in less than full-load quantities, we fore 
cast that more and more use will be made of this 
type of semitrailer to gain the benefits of faster 
unloading rates and greater payload.” a 





Equipment 


Here's Tokheim's New Pump 


THE TOKHEIM INTERCEPTOR 
departs from traditional — gasoline 
pump design in several ways. Most 
drastic change is the lower height 
52-in. on one model and 48-in. on 
another. 

Other changes include an inclined, 
wrap-around dial face; a casing that 
flares outward at top and bottom; 
stainless steel side panels and “waist 
line” band 

The 48-in. pump (Model 448) has 
no internal lights. On the 52-in. pump 
(Model 452) dials are lighted from 
fluorescent tubes mounted in hoods 
called “Marquees” 
the dial faces. 

Sides and top are of polished stain- 
less steel and will never require paint- 
ing. The nozzle boot is centered and 
recessed on the side 


projecting over 


An improved positive displacement 
meter is claimed as an outstanding 
feature. Stainless steel and other non- 
corrosive parts are used throughout. 


@ Readers’ Information Service 
NATIONAL PETROLEUM NEWS 


330 W. 42nd St., New York 36, N. Y. 
Your inquiry will be forwarded to the manufacturer. Void after Sept., 1958 


Ihe rotary, gear-type pumping unit, 
with only two moving parts, is de- 
signed to operate quietly. Hydraulic 
by-pass and regulating valves never 
require adjusting. Tokheim Corp., Ft. 
Wayne, Ind. 


Circle No. 1 on coupon, p. 168 


Ticket printer 


. for use with magnetic drive Potter- 
meter features a tamper-proof sealed-in 
ticket which identifies the meter, shows 
gallons delivered and records order serial 
number. Automatically sealed in printer, 
ticket is destroyed if removed before de- 
livery reading is recorded. Pottermeter 
Co., Rt. 22, Union, N. J. 

Circle No. 2 on coupon, p. 168 


Automatic changemaker 

calculates and dispenses correct 
amount of change due customer. Said to 
speed up service by a third. Salesman 
simply rings up purchase amount with 
denomination of customer’s bill. Register 
does the rest. Warning bell rings when 
coin supply is low. National Cash Regis- 
ter Co., Dayton, Ohio. 

Circle No. 3 on coupon, p. 168 


New ignition scope 


allows low-cost check of single 
cylinders or side-by-side comparisons of 
all 4, 6 or 8-cylinder patterns. Said to 
detect fault ignition and primary-circuit 
at engine speeds from 600-8,000 rpm. 
Suggested price $369.95. Allen Electric 
and Equipment Co., 2101 N. Pitcher St., 
Kalamazoo, Mich. 


Circle No. 4 on coupon, p. 168 
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Prefab rack 


for loading tank trucks and tank 
cars has a rotating deck that will turn 
240 deg. to service both sides. Rotating 
deck also raises and lowers to accommo- 
date varying heights of tank cars and 
trucks and is fitted with a retractable ex- 
tension. Houston Engineering & Mfg. 
Co., Box 14144, Houston 21, Tex. 
Circle No. 5 on coupon, p. 168 


Torque wrench line 

has metric scales for use in serv- 
ice work on foreign cars. Line includes 
both sensory signaling type and direct 
reading standard models. Capacities 
range from 0-126 meter/kilograms, go- 
ing as low as 0-3.5 meter/kilograms. P. 
A. Sturtevant Co., Addison, Ill. 

Circle No. 6 on coupon, p. 168 


Air brake hose 


. with segmented fittings are said to 
speed up replacements of  tractor-to- 
trailer lines, axle chamber lines, and 
tractor service lines. Eliminates need of 
large stocks of ready-made assemblies. 
Fittings can be reused many times with 
any SAE Type A or B hose. Aeroquip 
Corp., Jackson, Mich. 


Circle No. 7 on coupon, p. 168 
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Temporary shelters 


may be used for warehouse over- 
flow at seasonal peaks, or for weather 
protection during any kind of construc- 
tion work. Airshelters are made of coated 
nylon, erected on the site by air in- 
flation. Small blowers maintain shelters 
in place, while tie-down methods pro- 
vide stability and resistance to wind 
loads. Shelters may be dismantled and 
stored in small space when not in use. 
Irving Air Chute Co., Inc., 1315 Ver- 
sailles Rd., Lexington, Ky. 

Circle No. 8 on coupon, p. 168 


Truck pump line 


comprises six lightweight units 
known as the Viking LW and LX 
models. Features of both 200 and 300 
gpm sizes include aluminum mounting 
brackets; Viking thrust bearing arrange- 
ment; revolvable casings for handy 
port location; full length idler pins with 
internal lubrication feature. Lighter met 
als, combined with new design, are 
claimed by manufacturer to save 300 
to 400 Ibs. over many conventional truck 
pumps. Viking Pump Co., Cedar Falls, 
lowa. 


Circle No. 9 on coupon, p. 168 


New dry chemical 


fire extinguisher is said to be es 
pecially well adapted to oil and gas 
fires and safe for electrical fires. Chemi 
cal is said not to cake, freeze or de 
teriorate, and its fire-killing gas is claimed 
to be harmless to humans and animals 
even in confined places. Available in 
8- and 15-lb. hand models; 200- and 
350-Ib. engine models; or permanently 
connected to a built-in system. Fire King 
Corp., 501 Texas National Bank Bldg., 
Houston, Tex. 

Circle No. 10 on coupon, p. 168 
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Oil heater 


for high-temperature, low-pressure 
heating of asphalt, heavy oils and con- 
crete available in models of 1.8-miillion 
and 3-million Btu per hr. input. Cir- 
culates heat transfer oils through closed 
system at rate of 8 ft. per second. Closed 
system eliminates pressure fittings, make- 
up water and feed treatment of water. 
Can be oil-fired, gas-fired or oil and 
gas-fired. Cleaver-Brooks Co., 326 E. 
Keefe Ave., Milwaukee 12, Wis. 

Circle No. 11 on coupon, p. 168 


Vehicle tester 


is said to differ from all other 
automotive dynamometers in that it can 
both absorb and apply force while op- 
erating at road speeds. Called a Dyna- 
tester, it simulates actual road driving 
conditions. Priced at around $6,000. Otis 
Auto Dynatester, Inc., 75-02 88th St., 
Glendale 27, N.Y. 


Circle No. 12 on coupon, Pp 168 


Mechanics’ Pal 


is the name of a new wheel step 
that makes it easier to work under the 
hood. Fits all tire sizes up through the 
900’s, without harm to tire treads, side 
walls or wheel rings. Swing arms allow 
easy placement under any fender and 
lock in place when weight is added to 
step. Bear Mfg. Co., Rock Island, Ill 


Circle No. 13 on coupon, p. 168 
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NEWS 


NEW JERSEY 


SERVING THE OIL INDUSTRY 


FOR 25 YEARS 


@ OPW Valves and Fittings 
e Marlow Pumps 

@ Blackmer Pumps 

e@ Erie Pumps and Equipment 


WE SERVICE THE EQUIPMENT WE SELL. 


TEN HOEVE BROTHERS 
359 Mcleon Bivd., Paterson: 3, N. J 


NEW YORK 





EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 





OHIO 








EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, 0.P.W., Lincoln 
Neptune, Huffman, Goodrich, 

Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 











OKLAHOMA 


GFashoy 


For every size consumer- 

commercial account. 
JIM PERMENTER 

416 West Third Street 
Tulsa, Oklahoma 


PENNSYLVANIA 





PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 

DISTRIBUTORS FOR: Wayne Pumps & Equip- 

ment, O0.P.W. Valves and Fittings, Gorman-Rupp, 

Fill-Rite Pumps, Whiteway Lighting, Saylor-Beall 

Compressors and National Hose 

211 Lincolnway West, New Oxford, Pa. 
MAdison 4-4131 








E. O. HABHEGGER CO. 


24th & Fairmount Aves 
PHILADELPHIA 30, PA. 


Engineering &G Equipment 
BULK TERMINALS TRUCKS 
SERVICE STATIONS 
Member NAOEJ 











Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, N.Y. 
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Equipment 


Drum dumping unit 


. is said to permit easier handling of 
drums and either partial or complete 
dumping of content under complete con- 
trol of fork-lift truck operator. Said to 
mount or dismount from existing fork 
trucks in minutes. Handles up to 2,000 
Ib. drums. Kughler Development Corp., 
115 E. 129th St., New York 35, N.Y. 


Circle No. 14 on coupon, p. 168 











Without Fusible Link 


Chip shield 


for brake drum lathes is a trans- 
parent shield that fits over the lathe 


arbor against the inner face of 
drum. Claimed to keep chips 


Co., 2101 Cass Ave., St. Louis, Mo. 
Circle No. 15 on coupon, p. 168 


IMPACT SAFETY 
CHECK VALVE 
with fusible link 


20 ® 


‘Y Whatever 





the local 
regulations. ei 


HERE’S SURE PROTECTION 


for remote control 


Tokheim’s line-up of Impact Safety 
Check Valves provides just the 
protection you need in case of 
pedestal collision —in case of fire. 
A model for every state regulation 
—every installation. 

Series 1098 snaps shut on 100- 
lb. blow to dispensing pedestal. 


Pendant disengages from poppet 


General Products Division 


pumping systems! 


stem; valve closes instantly. Series 
1099 has, in addition, a fusible link 
which melts at 160°—triggers valve 
shut; stops product flow. Cover 
plates are interchangeable to con- 
vert one valve to another. All are 
externally tamperproof .. . have 


D 


threaded or Dresser ends...1'4" or 


2” sizes. Write for literature today. 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SiNCE 1901 
1650 WABASH AVENUE, FORT WAYNE, INDIANA 
Factory Branch: 475 Ninth Street, San Francisco 3, California 





Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (International) A, G., 
Lucerne, Switzerland; GenPro Inc., Shelbyville, Indiana 
in Canada; Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 


and 
grinder dust out of the hub and bearing 
cap, with a saving on clean-up time. 
Fits all 1-in. arbors. Barrett Equipment 


Bulk plant filter 


employs a constant-density pleated 
paper element formed without scoring 
by a new process said to preserve pore 
size around the surface bends. Claimed 
to be suitable for removal of water and 
dirt from aircraft fuels. Lapeer Mfg. Co., 
1148 W. Baltimore Ave., Detroit 2, Mich. 


Circle No. 16 on coupon, p. 168 


Studebaker Scotsman 


half-ton pickup truck is now on 
the market at an advertised delivered 
price of $1,595, plus transportation and 
local taxes, if any. Length of pickup 
body is 6% ft.; wheel base 112-in.; 
Studebaker Work Star 185 six-cyl. en- 
gine. Studebaker-Packard Corp., South 
Bend, Ind. 


Circle No. 17 on coupon, p. 168 


All-steel buildings 


for general utility, storage, and 
especially for LPG warehousing, cost as 
low as 70c/sq. ft. (FOB factory). Fea- 
ture is new do-it-yourself construction, 
or complete erection service by nation- 
wide dealers. May be bought on ex- 
clusive finance plan for as little as 25% 
down and balance over five years. 
Modern rib pattern of steel panels is 
combined with low-profile building de- 
sign to give a trim, attractive appearance. 
Stran-Steel Corp., Detroit 29, Mich. 
Circle No. 18 on coupon, p. 168 
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ly! 


QUICK COUPLING 
ASSEMBLIES 
fe] al aley-1-m- tale Me) ]ol— 


You'll want to keep this excellent, prac- 
tical working Catalog close at hand. 
Lots of illustrations clearly show. the 
complete interchangeability of master 
gauged OPW KAMLOKS. Detailed recom- 
mendation and sizing charts, typical 
specials for unique applications and 
factual information will help you in 
planning, selection and determining in- 
stallation 

Just write us on your letterhead and 
it's yours! 

Your fluids handling may well be im- 
proved with OPW KAMLOKS. 


The Fastest, Safest, 
Surest Coupling Known! 








y ™ ' { 
OPW CoRPORATIO 


2735 COLERAIN AVENUE 


re 


Safety stand 


for the mechanic or truck driver 
is designed for overhaul work in the 
shop or for quick road repairs. Slips 
firmly over all sizes of truck tires. Ad 
justable cross tees with sure-locking set 
screws make it easy to adjust to various 
heights. Hudson T. Marsden Mfe. Co., 
645 Beahan Rd., Rochester 11, N.Y. 
Circle No. 19 on coupon, p. 168 


Ss 


YN 
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Wheel bearing packers 


come in three models, known as 
the Kleen Pak line. Model 842 comes 
with an adjustable drum cover and is 
mounted on a 2-wheel dolly. Model 843 
has 30-lb. all steel container, carrying 
handle and two grease gun brackets 
Model 816, for wall or workbench 
mounting, can be connected to an over 
head reel, or Operated by a power gun 
or a high pressure hand gun. Lincoln 
Engineering Co., Automotive Div., 5702 
4 Natural Bridge Ave., St. Louis 20, Mo 


Circle No. 20 on coupon, p 168 


Literature . 





Tire service guide 


’ is a sequel to Big Four’s original 
“14-inch Fact Folder” dealing with 
problems of mounting and demount 
ing tires on 14-in. wheels. The current 
edition discusses the effect of prolonged 
mileage on each of the three types of 
small rims. Big Four Industries, Inc 

5938 Carthage Court, Cincinnati 12, Ohio 


3 Reasons Why 


STEEL SPIFFY « FORMS 


Are replacing traditional Service 
Station Construction Methods: 


Vs 
PRECISION 


STEEL 
FORMS 


Assemble Quickly 


Cut construction time 
—No on-job modifications 


2: 


STANDARDIZED 
BUILDING PROGRAM 


Give uniform good appear- 
ance at all points of sale 


Hf 
PERMANENT 
STEEL 


Curb Facings and 
Bay Guards 


All Radii Uniform 


As easy as ordering 
a door, sash or any 
standard building 
item. 


THE MOST COMPLETE LINE IN THE 
INDUSTRY 


Steel Pump Islands © Curb Facings 
® Sign and Light Pole bases © Send 
— catalog and price list 
#257. 


GOOD APPEARANCE 


0 104 


t 
1S GOOO BUSINESS 


Representatives and Distributors in Principal Cities 


NEWBERRY EQUIPMENT COMPANY, INC. 


P Oo. BOX 293 MEMPHIS. TENN 


MANUFACTURERS OF NEWBERRY STATIONARY DRIVE-ON 
GREASE RACKS, TRUCK TANKS, AND STORAGE TANKS 


CINCINNATI 25, OHIO Kirby 1-5400 Circle No. 21 on coupon, p. 168 
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A New Vapor Handling 
MOTORRPUMP 


for petroleum products transfer 


Where vaporizing or vortexing may occur in transport 
unloading, Ingersoll-Rand offers their new “Vapor-flo” 
Motorpump. These self venting pumps can handle and 
discharge vapors while continuing to pump... they will 
not clog or vapor-bind, Built in sizes through 7'/2 hp. 


The "Vapor-flo” Motorpump 


The secret of this new pump lies in its patented impeller 
design. A diverging impeller with few blades and a 
correctly proportioned casing does the trick. The im- 
peller width increases from center to periphery and thus 
has much greater area at the discharge than at the inlet. 
The liquid pumped cannot enter fast enough to replace 
the ejected liquid and a vacuum space is formed between 
the blades. Any entrained air or gas will enter this 
vacuum space and pass through the pump without vapor 
binding. 


Diverging Impeller with Few Blades 
For normal bulk station service under fully flooded 


suction, Ingersoll-Rand’s standard line of Motorpumps 
through 75 hp offer smooth, efficient, trouble-free service. 


ngersoll-Rand 


9-858 11 Broadway, New York 4, N. Y. 











Equipment 


(Continued from page 171) 


Fire protection 


: systems and equipment are de- 
scribed in a new eight-page brochure. 
Also covers fire detection equipment; 
ultrasonic and photo-electric burglar de- 
tection systems. Chart shows suitability 
of portable extinguishers on various types 
of fires. Walter Kidde & Co., Inc., 675 
Main St., Belleville, 9, N. J. 


Circle No. 22 on coupon, p. 168 


Hydraulic brake parts 

. . are listed in a new 96-page catalog. 
A new parts numbering system is de- 
signed to make it easier to identify and 
stock parts. Includes information on tools, 
brake fluid, assortments and complete 
interchanges, cylinder component parts, 
kit contents. Lisle Corp., Brake Division, 
807 Main St., Clarinda, Iowa. 

Circle No. 23 on coupon, p. 168 


McDonald catalog 


- contains full information on service 
station, bulk plant and truck tank 
equipment as well as_ specialties for 
farm or general dispensing units. New 
price list is also included. Loose-leaf 
binder permits filing future data. Oil 
Equipment Division, A. Y. McDonald 
Mfg. Co., Dubuque, Iowa. 


Circle No. 24 on coupon, p. 168 


Retread failures 


. are the subject of a series of seven 
bulletins. Each explains and _ illustrates 
the reasons for particular types of pre- 
mature failures in retreaded tires. Tread 
rubber manufacturers have purchased 
sets for dealers and retread shops. Sin- 
gle sets free from Rubber Mfrs. Assn., 
444 Madison Ave., New York, N. Y. 


Circle No. 25 on coupon, p. 168 


Manufacturers .. . 





Gulf’s anti-stall additive, Gulf Agent 
178 is now being marketed by the 
Gulf Petrochemical Dept., Gulf Bldg., 
Pittsburgh, Pa. Although used by Gulf 
in its own gasolines for the past four 
years, the additive was first put on the 
market last year. 

* 

Howard Upton, executive secretary, 
National Assn. of Oil Equipment Job- 
bers offers this advice on equipment 
buying: 

e Instead of tying up your own capi- 
tal and space in a stock of equipment, 
let an oil equipment jobber do it for you. 

e Your time is worth too much in 
your own business to waste it dealing 
with many sources of supply. 

e Be sure you'll get parts and serv- 
ice in the future for what you buy today. 

Upton discussed these points in a re- 
cent talk before the Texas Oil Jobbers 
Assn. 
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The Enjay Co., marketer of petro- 
chemicals, has opened a new sales of- 
fice in Charlotte, N. C., at 207 Haw- 
thorne Lane. J. W. Toney is in charge 
and D. L. Duncan is technical repre- 
sentative. 


Personnel .. . 





Charles W. Haines, former man- 
ager of Petroleum Sales Development 
for Hewitt-Robins, Inc., has joined the 
advertising sales department of Na- 
TIONAL PETROLEUM NEws as district 
manager for New York and Boston 

His oil experience includes a stint 
as service station attendant as well as 
several years as general line salesman 
for Shell. A’ graduate of Colorado 
College, he also holds a B.S. degree 
from Columbia. Haines is currently 
chairman of the Manufacturers Liat 
son Committee of the National Assn 
of Oil Equipment Jobbers 

es 


J. J. Connelly is 
manager of a new 
sales and engineer- 
ing office for Shand 
& Jurs Co., in the 
rerminal Tower 
Bldg., Cleveland, 
Ohio. He was for 
merly of the com 
pany’s New York 
and Chicago of 
fices. He will be 
responsible for 

Connelly sales and service 
on the S & J line 
of mechanical tank fittings and remote 
supervisory control equipment in Ohio 
Michigan, western Pennsylvania and West 
Virginia 
e 


Geroge T. Moore, vice president and 
sales manager, Wisconsin Axle Division, 
Rockwell Spring and Axle Co., died 
March 17 at Mercy Hospital, Oshkosh, 
Wis. He was 63 years old. He was a 
member of the Society of Automotive 
Engineers and a graduate of the Uni 
versity of Wisconsin Engineering College 
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George W. Wright, vice president of Henry J. Nave. 
manufacturing and engineering, ‘Tok- president of the 
heim Corp.; and Freedom H. Ainsworth, White Motor Co 
chief engineer, Salisbury Div., Wayne of Canada has 
Pump Co., will serve on the Fuel Com- been named execu 
patibility Panel of the Coordinating Re- tive of the parent 
search Council. The panel will study ‘ White Motor Co 
effects of fuels on materials employed o ~~ and now makes his 
in distribution. headquarters at the 


\ home office in 
, . \ 
4 Cleveland H< 
: . . ® . Y 
Ed Stafford has been named sales aie 4, \ Started his busines 
representative for Master Tank and career as a sal 
. Nave 
Welding Co., Dallas, Tex. His field will apprentice for Fire 
be the LP-Gas industry, for which Mas- stone at a company 
ter Tank makes storage tanks, trans- service station in Bridgeport, Conn. Nave 
ports, and domestic propane tanks. He also headed his own automotive distribut 
will make his headquarters at the home ing firm before coming to White a 
office in Dallas service sales manager 


FOR BULK PLANTS... 
TANK FARMS...TERMINALS 


POSITIVE 
SAFETY 


with Electronic 
Indicating 
Grounds 


Gilbarco’s Electronic Indicating Ground is the only 
Underwriters’ approved device which positively indicates 
the completion of a safe ground. 


With the trend toward faster loading operations 
this device is a must for every loading point. When a 
safe ground is established by clipping the cable to the 
tank car or transport, a minute radio circuit is 
energized. This can be used to sound a bell. . . 
flash a light . . . or start a pump. A Gilbarco 
Electronic Ground is your best assurance 
of protection against unsafe 
grounds at the loading point. 


Gilbert & Barker 
Manufacturing Co. 
West Springfield, Mass. 
Toronto, Canada 





ALL ABOARD FO 


"True Luxury 
Driving 





If you'd like to reap the benefits of today’s 


hottest gasolene advertising, climb aboard 
as a Cities Service dealer. 

Youll soon discover how the appeal of 
Luxury Driving with True Economy is 
packing ‘em into Cities Service Stations. 

You'll see why Cities Service is growing 
at such a tremendous rate... why dealers 
everywhere acclaim the assistance that 
Cities Service offers in handling credit, 
bookkeeping, taxes, station promotion, 
and dozens of other phases of station op- 
eration, 

Yes, the growing’s great for’58—so climb 
aboard. Talk with a Cities Service repre 
sentative or write: Cities Service Oil Com 


pany, Sixty Wall Tower, New York 5, N. Y. 
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June May Be a Buying Month 


@ Some sizable buying of gasoline and perhaps even heating oil may be 
done in June. There are good reasons for this. Refinery runs have been curtailed 
long enough for inventories of important marketers to be reduced to the point where 
refiners have had to step into market for sizable quantities. Some 2-million bbl. of 
gasoline already has changed hafds in two and a half months. 

There is another good reason for believing that June should see some 
substantial buying. First quarter statements were vastly disappointing (see page 
143). And sharp profit declines are expected to have a continued restraint on any 
sharp rise in crude runs. Without the profit incentive in manufacturing, suppliers 
will be inclined to buy on the outside as ong as prices remain low. The astringent 
effect of declining refinery margins shouldeven cause some to be careful if and when 
wholesale prices do begin to rise. 

Meanwhile, retail gasoline markets are not behaving well. There are wide 
reaches around the Gulf and Atlantic Coasts where suppliers’ netbacks are reduced 
by price wars. Unsettled retail markets brought a reduction of 0.5¢ to I¢ gal. in 
tank wagon prices for gasoline in the Northeast. At Charlotte, N. C., the tank wagon 
price for regular-grade gasoline fell to 8¢ (ex taxes). Dealers in many principal 
marketing areas of Texas also had a price cut because of unsettled retail conditions. 
As long as wholesale and retail prices remain depressed, refiners will be more dis- 
posed toward buying their incremental needs rather than opening a valve a little 
wider at the refinery. 


MARKET OUTLOOK 


Coolness To 99-Octane Gasoline 


Independent refiners and their jobbers in the Midwest are cool toward adding 99 
octane premium-grade to their lines. Even though the Great Lakes Pipe Line system 
is shipping both 99-octane and 98-octane products, jobbers are reluctant to take on 
the souped-up grade because of the hike in cost 


Gasoline Bargains at Lake Terminals 


Volume gasoline buyers close to large lake marine terminals in Michigan said 
they are being courted last month as never before by refiners in the Chicago area 
Owner of a private-brand service station chain on the east shore of Lake Michigan 
said he was busy answering calls from cargo sellers offering 93-octane housebrand 
at 2¢ under the Michigan jobber price. Offers were 0.375¢ better than lowest 
price from a Michigan-located refinery. Tanker time may have had something to 
do with the bargains. 


Heating Oils Get ‘Top’ Pricing in Detroit 

The Midwest always has been cool toward summer-fill incentives on heating oils 
because refiners figure they’re mostly gimmicks that never work anyway. It was 
a surprise to many, therefore, to see an independent marketer offer his retail ac 
counts price protection through next heating season if they fill up now (see page 19). 
The deal: The householder will not pay any more than 0.25¢ above the price in 
effect on January 1 of this year. 





YOUR GUIDE TO NPN PRICES 


Market barometer page 
Refinery and terminal prices 
Key crude oil prices 
Tank wagon prices 
| 


Gasoline consumption by states 


Gasoline prices for 55 cities 
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NEW "PRESTONE ANTI-FREEZE 
"DOUBLE GUARANTEE PLAN 
ANNOUNCED 10 TRADE ! ! 


New Plan gets more business 
for marketers and dealers 


gp PRESTONE 
PRESTONE 


fom 
ANT\- FREEZE 


DOUBLE 
GUARANTEED 
PROTECTION 


fm: 


puESTONE pqesTOME pesTON = 


4 le ; 
“| PRESTON: . ppesTo 





FREE: This jumbo display sign goes on the 
dealer's window to show customers that he 
offers his personal guarantee on installation 
of “PRESTONE” anti-freeze 


Both Dealers & Companies 
Benefit Under Plan 


The dealer who joins in the “Double Guar 
antee Protection” Plan will benefit his 
customers by discouraging re-use of anti- 
freeze when offering his personal guaran- 
tee on new installations. 

Marketers who take advantage of the 
“Prestone” anti-freeze “Double Guarantee 
Protection” Plan will find that their sales 
and promotional staffs stay free to con- 
centrate on the promotion of their basic 
product line. The makers of “PRESTONE” 
anti-freeze provide the advertising, the 
promotional and point-of-sale material. 


The new “PRESTONE” brand 
anti-freeze “Double Guarantee 
Protection”’ Plan, just an- 
nounced for the 1958-59 sea- 
son, is ideal for all marketers. 
Neither the marketer nor his 
dealers need worry about com- 
plicated record keeping and 
paper work. 

The “PRESTONE” anti-freeze 
“Double Guarantee” Plan is 
simple. It combines the 
“PRESTONE” anti-freeze prod- 
uct guarantee with the dealer’s 
personal guarantee (see illustra- 


tion below showing suggested 
sticker for dealer’s personal 
guarantee ). 

Under the “Double Guar- 
antee Protection” Plan, using 
the suggested form, the dealer 
offers his personal guarantee, in 
writing, to replace “PRESTONE” 
anti-freeze if lost as a result of 
mechanical leakage. Analysis 
of similar plans over the past 
few years indicates that the 
careful dealer will find it neces- 
sary to make surprisingly few 
replacements. 





These stickers that fit on the famous Green 
Tag are supplied in quantity to the dealer. 
They offer a suggested guarantee, which reads 
as follows: “Dealer's Personal Guarantee: 
We guarantee we have put ‘PRESTONE’ Brand 
anti-freeze in this car and until April 15, 1959 
we will give you free any ‘PRESTONE’ anti 
freeze needed to restore protection lost from 
mechanical leakage, provided you have leaks 
repaired promptly.” 


“Prestone” Anti-Freeze, 
America’s Preferred Brand 


Always easiest to sell because of consumer 
preference, “PRESTONE” anti-freeze now 
offers a new and powerful tool to help 
intelligent and active dealers increase anti- 
freeze business as well as cooling system 
service: sale of auto chemical products, 
fan belts, thermostats, ete. 


IMPORTANT 


The “Double Guarantee” Plan is optional. 
The maker’s product guarantee remains 
in effect whether or not marketers and 
their dealers elect to take advantage of the 
plan. The dealer’s guarantee is his personal 
guarantee and can be offered under any 
written terms he wishes. He decides what 
guarantee to give and what cars to cover. 


‘‘Prestone’’, ‘‘Eveready’’, ‘‘Union Carbide’’ and The Green Tag are trade-marks of Union Carbide Corporation 
NATIONAL CARBON COMPANY - Division of Union Carbide Corporation + 30 East 42nd Street, New York 17, N. Y. 
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PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


7 
1 as Se ee a Re a et eh eS Se NSA Gna GASOLINE 
REGULAR-GRADE GASOLINE 
0. mae | REGULAR-GRADE GASOLINE | 11.0+-++1+1 | _|f) |_| 
oe ee BS”, 4an8 aon 
| ae NO. 2 FUEL 


PT el! 


36 GRAV. MID-CONT. CRUDE 
eel 








NO. 2 FUEL 
TEST COASTAL CRUDE 
30 GRAV. LOW COLD 


ANNO. 6 FUEL 


CENTS PER GALLON 
CENTS PER GALLON 


NO. 6 FUEL 
































JFMAMJSJASOND YEAR JFMAMJJASOND 
1958 1958 


MARKET BAROMETER 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U. S., CALIFORNIA INCLUDED 








eet es Se a ae SS a 4.40- 


FOUR PRODUCTS 


4.20 4.20-+ 


| | See FOUR PRODUCTS | | | 
a0o+iti ti beet bind td |_| 4.00 - 

| | | ae a 
3.60 + 
3.40- 
3.20 


3.00 


DOLLARS PER BARREL 
DOLLARS PER BARREL 


SPREAD: PRODUCTS 
oe ee OVER CRUDE 
SPREAD: PRODUCTS 
OVER CRUDE | 
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1958 1958 
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Refinery and Terminal Prices 








All prices are supplied by Platts’ 


Oilgram Price Service, NPN‘s as- 


sociate publication. Arrows indicate upward or downward movement 
of the price preceding the arrow. Prices as of May 15. Last previous 


listing: April 15 


Motor Gasoline 


Gulf Coast ieee 
100 oct = 1" 


Albany, N. 
97 oct. pret 
i] oct. reg 
Baltimore, 
97 oct, prem 
95 oct. prem 
1 oct. reg 
00 oct, reg 
Boston, Mass. 
W/ oct, prem 
05 oct. prem 
G1 oct. reg 
00 oct. reg 
Buffalo, N. Y 
95 oct. prem 
90 oct. reg 
Charleston, $8. C. 
¥6 oct, prem 
13 oct, prem 
KY oct. reg 
/ oct. reg 
Chicago, It 
§ oct, prem 
97 oct. prem 
6 oct. prem 
Ol oct. reg 
KY oct. reg 
Corpus Christi, Tex 
¥6 oct, prem 
RO oct. reg 
Detroit, Mich 
i oct, prem 
90 oct. reg 
Houston, Tex 
YO oct prem 
RY oct, reg 
Jacksonville, Fla 
oct prei 
08 oct. reg 
Miami, Fla 
96 oct, pren 
Us oct, reg 
Minneapolis/St Paul, Minn 
98 vet. prem 15 254 
KY oct. reg 12 5A 
Mobile, Ala 
6 oct. pren 151-16 1 
KY oct, reg 13.1 
New Orleans, La 
oct. prem 
US ock. reg 
Nortel, Va. 
oct, prem 
oct, prem 
V1 oct, reg 
00 oct. reg 
Pensacola, Fila, 
WO oct. prem 
SU oct. reg 
Philadelphia, Pa 
17 oot. prem 17 3 
M1 oct. reg 145 
Port Everglades, Fla 
6 oct. prem 14 
AY oct. reg 
Savannah, Ga 
{6 oct. prem 
wet. prem 
x0 oct. reg 
S/ oct, reg 
Tampa, Fla. 
VO oct, prem 
SY oct. reg 
Wilmington, N.C 
6 oct. prem 13 
3 vet. prem 1s 
SY oct. reg ll 
47 oct. reg 11. ¢ 
Okla. (Okla. Shpt.) 
98 oct. prem 14 
8Y oct. reg t 


axe Group 3 ( ete: Shot 


N. Tex. (Tex. & New Mex, Shpt.) 
17 oct. prem 5 
95 oct 


KNX oct 
86 oct. reg 
44 oct. reg 


W. Tex. & New Mex ‘shot. 


E. Texas (Truck trans ort lots 
07 oct. prem 15 15.75 

88 oct. reg 1 

RH oct. reg 1 

84 oct. reg 12 

Cent. W. Tex. veers transport lots 
97 oct. prem 15 875 

95 oct. prem 15.125 

SK oct. reg 14 

86 oct. reg 

84 oct. reg 

60 oct. M & be 

low 13.25 

Ark. (For shpt. to Ark. & La.) 

98 oct. prem 5W 

95 oct. reg 

SH oct. reg 

84 oct. reg 

Kans. (For Kans. destinations only 
98 oct. prem 14.5-14.75 

89 oct. reg 11.75-12 

86H oct. reg 

60 oct. M & be 

low 10,.75-11.2 
Western Penna.—Bradford-Warren 
94 oct. prem 14.75 

KS oct. reg 


Oil City 

94 oct. prem 

SR oct. reg 

Pittsburgh 

94 oct. prem 15 

88 oct. reg 13.65 
Ohio—Quotations by Sohio for 
delivery to Ohio “ee 

90 oct, reg. 

Central Michigan 

100 oct. prem 16 75 

YS oct. prem 16 

92 oct. reg 13.6-13.75 
California—-Los Angeles District 
Rack; 

98 oct. prem LAW 16.7 
4 oct. pren ) 15 6 
RX oct, reg 2 -13.6 


84 oct. reg l 13.6 


Tank Car 
98 oct. prem | 16.7 
4 oct, pren 13 15.6 
8X8 oct. reg 12 13.6 
$4 oct. reg IW 13.6 
Tank Truck (400 gal. or more 
46 oct, prem 20.6 

4 oct. reg 17.4 

San Francisco District 

Tank Truck (400 gal. or more 
96 oct. prem 21.1 

94 oct. reg 17.9 


Distillates & Fuels 


Gulf Coast Cargoes 
11-43 w.w. kero.. 8.625-8 875 
No. 2 fuel 

57 doi. ga 
18-52 di. gas oil 
43-47 di. gas oil 
Bunker © fuel 
Bunker © fuel 
max. 1°) sull 
Albany, N. Y 
Aerosine, No. | 
No. 2 fuel 
Diesel oil, sh 
plants 
No. 4 fuel 
No. 6 fuel, no 
ulf, guar 
Baltimore, Md. 
Aerosine, No, | 

do barge 
No. 2 fuel 

do barge 
Diesel oil, ¢ 
plant 

4 fuel 

do barge 
No. 5 fuel 

do barges 


No. 6 fuel, no 
sulf. guar 
do barges 

Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers 
Bunker C, 
bunkers 


Baton Rouge, La. 
Kerosine, No. 1 
No. 2 fuel 
Diesel oil, shore 
plants 
No 5 fuel 
No. 6 fuel, no 
sulf, guar 

do barges 
Light Diesel, 
bunkers 
Heavy Diesel 
bunkers 
Bunker C, 
bunkers 


Boston, Mass. 
Kerosine. No. 1 
No. 2 fuel, 
Diesel oil, shore 
plants 

No. 5 fuel 

No. 6 fuel, no 
sulf. guar 

do barges 
Light Diesel, 
bunkers 
Bunker C, 
bunkers 


Buffalo, N. Y. 
Kerosine (a) 
Diesel fuel (a) 
No. 2 fuel (a) 
_. € , 

vo. 5 fuel 
No. 6 fuel 


a) Prices of some sellers to bulk com- 


mercial consumers are 0.15¢ higher 


Charleston, S. C. 

Kerosine, No. 1... 10 

No. 2 fuel 9.7 

Diesel oil, shore 

plants ore 9.8 

No. 5 fuel $3.07 

No. 6 fuel, no sed 

sulf. guar $2.65 
do barges 

Light Diesel, 

bunkers 

Bunker C, 

bunkers 


Chicago, III 
{ange ol 0 
No. 2 fuel 

No. 5 fuel, | 
iltur 

No. 5 fuel 
itlur 
No. 6 fue 
ullur 
No. 6 fuel, high 


sulfur 6.65-6.75 


Cleveland, Ohio 
No. 5 fuel The 
No. 6 tuel g5°W 


* Delivered Cleveland 


Corpus Christi, Tex. 
o. 6 fuel, no 

sulf guar 
do barges 

Bunker C, 

bunkers 


Detroit, Mich, 
Diesel oil 
No. 1 fuel 
No. 2 fuel 
No. 5 fue 


No, 6 fuel 


Houston, Tex 

Kerosine, No. 1...9.875-11 
do barges 9 625 

No. 2 fuel 9. 5-10.75 
do barges 9.25 

Diesel oil, shore 

plants 9.625-10.75 

No. 6 fuel, no 

sulf. guar $2.3 
do barges $2.35 

Light Diesel, 

bunkers $3.90-4.06 

Heavy Diesel 

bunkers 

Bunker C, 

bunkers 


Jacksonville, Fla. 

Kerosine, No 

No. 2 fuel 

Diesel oil, shore 

plants 

No. 6 fuel, no 

sulf. guar $2.57 2.65 
Pe do barges $2.54V-2.60 
Light Diesel, 

bunkers . $4 746 


Bunker C, 
bunkers 
Miami, Fla. 
Kerosine, No. 1. 
Diesel oil, shore 


No. 6 fuel, no 
sulf. guar. $2.63 
do barges 2.60 
Light Diesel, 
bunkers. . 94.704 
Bunker C, 
bunkers. . . . 60 
Minneapolis/St. Paul, Minn. 
Range oil, No. 1..10.125-12.8 
No. 2 fuel 9.5§-12 
No. 5 fuel, high 
sulfur p 8.9-9. 4 
No. 6 fuel, high 
sulfur 
Mobile, Ala. 
Kerosine, No. 1 
No. 2 fuel 
Light Diesel, 
bunkers. . 
New Haven, Conn. 
Kerosine, No. 1 
No. 2 fuel 
Diesel oil, shore 
plants 
No. 4 fuel 
No. 6 fuel, no 
sulf. guar. 
do barges 
Light Diesel, 
bunkers 
Bunker C, 
bunkers 
New Orleans, La. 
Kerosine, No. 1 
No. 2 fuel 
Diesel oil, shore 
plants 
No. 5 fuel 
No. 6 fuel, no 
sulf. guar 
do barge: 
Light Diesel, 
bunkers 
Heavy Diese i, 
bunkers 
Bunker C, 
bunkers. 


New York Harbor 
Kerosine, No. 1 

do barges 
No. 2 fuel 

do barges 
Diesel oil, shore 
plants 
No. 4 fuel 

do barges 
No. 5 fuel 

do barges 
No. 6 fuel, no 

$2 60W-2 
d $2.57V-2 

No. 6 fur l, 
1%, sulf 

do barge 
Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers. . . 
Bunker C, 
bunkers 


Norfolk, Va. 
Kerosine, No. 1 
No. 2 fuel 
Diesel oil, shore 
plants 
No. 6 fuel, no 
sulf. guar 

do barges 
Light Diesel 
Heavy Diesel, 
bunkers 
Bunker C, 
bunkers... 


Pensacola, Fla 
Kerosine, No. | 
No. 2 fuel 
Diesel oil, shore 
plants 


Philadelphia, Pa. 
Kerosine, No 

do barges 
No. 2 fuel 

do barges 
Diesel oil, shore 
plants 
No, 4 fuel 
No. 5 fuel 
No. 6 fuel, no 
sulf. guar 

do barges 
No. 6 fuel, max 
1% sulf 

do barges 
Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers 
Bunker C, 
bunkers 
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United States 
California 
Wilmington, 31 gravity 
Texas 
West Texas sour, 36 gravity 
Mid-Continent 
Oklahoma sweet, 36 gravity 
Williston Basin 
North Dakota, 36 gravity 
Pennsylvania 
Bradford, flat 
Canada 
Alberta 
Pembina, fiat 
Venezuela 


Middle East 
Persian Gulf, FOB Ras Tanura 
Arabian, 34 gravity 





Key Crude Oil Prices as of May 15) 


Bachaquero heavy, FOB Las Piedras, 








Port Everglades, Fla. 
Kerosine, No. 1... 10. 85-11. 4 
No. 2 fuel 10.6-11.2 
Diesel oil, shore 
plants 10 6-11.2 
No. 6 fuel, no 
sulf. guar $2 55V-2 63 
do barges $2 52W-2.60 
Light Diesel, 
bunkers $4.704 
Bunker C, 
bunkers 
Portland, Me. 
Kerosine, No. 1 
No. 2 fuel 
Diesel oil, shore 
plants 
No. 6 fuel, no 
sulf. guar. 
do barges 
Bunker ©, 
bunkers 
Providence, R. |. 
Kerosine, No. 1 
No. 2 fuel 
Diesel oil, shore 
plants 
No. 5 fuel 
No. 6 fuel, no 
sulf. guar $2.73 
do barges $2.66 
No. 6 fuel, max 
1% sulf $2.88-2 96 
do barges $2.81 
Bunker C, 
bunkers $2.66 
Savannah, Ga. 
Kerosine, No. 1...10 65-11 5 
No. 2 fuel 10. 35-11 
Diesel oil, shore 
plants 10 45-11 
No. 5 fuel $3.20 
No. 6 fuel, no 
sulf. guar 2.65 
do barges $2.62 
Light Diesel, 
bunkers $4.746 
Bunker C, 
bunkers 
Tampa, Fla. 
Kerosine, No. 1 
No. 2 fuel 
Diesel oil, shore 
plants 
No. 6 fuel, no 
sulf. guar. 
do barges 
Light Diesel 
Bunker C, 
bunkers 
Toledo, Ohio 
Kerosine 
Diesel oil 
No. 1 fuel 
No. 2 fuel 
No. 5 fuel 
No. 6 fuel 
Wilmington, N. C. 
Kerosine, No. 1 
No. 2 fuel 
Diesel oil, shore 


Light Diesel, 

bunkers. . $3.96 

Okla. (Okla. shpt.) 

42-44 w.w. 

kerosine 9. 625W-10. 25 
58 & above d.i. 

Diesel 

No. 1 fuel 

No. 2 fuel 

No. 6 fuel 


Okla. Group 3 (Northern shpt. 
42-44 w.w. 

kerosine. . 9.5-10 

58 & above d.i. 

Diesel oW-10 


No. 1 fue 

No. 2 fuel 8.25 8 875 
No. 6 fuel $1. 20-2 00 
N. Tex. (Tex. & New Mex. shpt. 


» 9-11. 125 
$1. 40A-2.30 
W. Tex. (Tex. & New Mex. shpt. 
42-44 w.w 
kerosine 
58 & above d.i 
Diese 10.75 
No. 1 fuel 10 5-11 
No. 2 fuel 10-10. 25 
No. 6 fuel $2.60 


E. Tex. (Truck transport lots 
42-44 w.w 

kerosine 10-10 6 
58 & above d 

Diese 

No. 2 fuel 

No. 6 fuel 


Cent. W. Tex. (Truck transport lots 
42-44 wow 

Kerosine ll 
58 & above 

Diesel 


10.75 
No. 6 fuel $2 60 


Kansas (For Kans. destinations only 
42-44 w.w 

kerosine )5W-10 125 

52 & below d.i 

Diesel 

58 & above da 
Diesel 

No. 1 fuel 

No. 2 fuel 

No. 5 fuel l 

No. 6 fuel $1.30-2.00 
Ark. (For shpt. to Ark. & La. 
42-44 w.w 

kerosine 10.375 


il 
25W 


1. 


58 & above 
11. Diese 
». 2 fue Y 
No. 4 fuel $2 
No. 5 fuel $1.85 
No. 6 fuel $1.70 
Western Penna.—Bradford-Warren 
Kerosine 1-12. 25 
55 cetane Diesel 
No. | fuel 
No. 2 fuel 
36-40 gravity fuel 
Oil City 
Kerosine 
50 cetane 
No. 1 fuel 
No. 2 fuel 
Pittsburgh 
Kerosine 
50 cetane Diesel 
No. 1 fuel 
No. 2 fuel 
36-40 gravity fue 
Central Michigan 


Range oil, kero 


\ 


sine 
P. W. distillate 
No. 2 fuel 
U.G.1 1 
ov 


Ohio Quotations for Sohi» for delivery 


to Ohio points 
Kerosine 
No. 1 fuel 


No. 2 fuel 


California—Los Angeles Dist. 
Rack: 


Stove dist 
PS 100 10. 5-12 
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Tank Car 
10-45 w.w 


Kerosine 


Tank}Truck 
40-43 w.w 
kKerosine 
Stove dist 
PS 100 
Diesel fuel 
PS 200 14 
San Francisco Dist. 
Tank Car 
41-43 w.w 
kKerosine 
Stove d 
PS 100 
Diesel fue 
I 200 
Light fue 
PS 300 
Heav Pr 
PS 400 $2.75-2.9 
Tank Truck (400 gal. or more 
10-43 wow 
Stove dist 
PS 100 
Diesel fue 
PS 200 
Pacific Coast 
Ships’ bunkers, or deep tank lots 
San Pedro, Calif 
Diese | 00 $4.96 
Bunker ¢ P 
400 $2.45 
San Francisco, Calif 
Diese PS 200 $5 
Bunker ( P 
100 $2.50 
Seattle, Wash. 
Diesel—PS 200 $5 4 
Bunker C~1I 
1) $ 
Mexico 
Ships’ bunkers; US dollars per bbl. o 
159 liters 
Guaymas 
Diese 
Bunker ¢ 
Manzanillo 
Diese 
Bunker ¢ 
Minatitlan 
Bunker ( 
Salina Cruz 
hiese 
Bunker ¢ 


Tampico 
Diese 


Bunker ( 

Vera Cruz 

Bunker ( 

Atr t Atlant 
nmercial ¢ 


Natural 


FOR Group 3 
Grade 26-70 
1 5¢ 

FOB Breckinridge, Tex 


ate 


Grade 26-70 
Te 


LP-Gas | 


Lubricating Oils 


Western Penna. 
Viscous Neutrals—No. 3 ( Vi 
70° | 


200 vis. (180 at 100°) 420 to 425 flash 


t nw 
150 vis. (143 at 100°) 400 to 405 flash 


Op.t 
rp.t iv 
Dp.t 20W 

Bright stocks 

145 to 155 vis. at 210, No. 8 Co.! 
10 p.t 


Cylinder stocks 
600 s.r. filterable 
650 
600 fla 

0 fla: 
Mid Continental 
FOB Tulsa basi 
I bright stock, v 
v at 100° 0-10 py 
Bright Stock— Conventional 
00 vis. D 
10-25 p.p 
150-160 v 


010 0 


Bright Stock— Solvent 

150-160 vis 

-10 a iv 

Neutral Oils Conventional Pale Oil 
60-85 vis 
N 4 175 


86-110 vis 


150 v 

ISU V 

OO Vv 

Oy 

xO Y 

in) y 1 

Neutral Oils Solvents 95 v.! 
1 v 


0 180 0 


Oo 210 » 2059 
ut ) Vv 
Cylinder Stock 


oo 


Gulf Coast 
t | 


Bright Stock, vis. at 210 
150-160 vis 
0-10 pt iv 


Neutral Oil Vis. at 100; 95v i. 0-10 p.t 
”) ow 
Th 

00) y 

South Texas 

\ at LOU 

Pale Oils 


j 


Red Oil 


iM 


Aviation Gasoline 


Gu'f Coast Cargoe 


ale 


Houston, 
ule LUM 


Tex 


Continued on next page) 


REFINERY AND TERMINAL PRICES 





(Continued) 
Grade 80 

New Orleans, La. 
Grade 100/130 
Grade 91/96 


(arade 40 


New York Domestic 
124-30 white 

crude scale 

} 

| l 


New York Harbor 
Lily white..... f 1M. & P. 

Cream 4 j { naphtha.........19 
Soft yellow } Mineral spirits. . . 18 
Light amber 5-6. 87! P 

A lia? 5-6 63! Philadelphia, Pa. 

> V.M.& P. 


Red 


naphtha 


New York, N.Y. 135-145 Mineral spirits 


Grade 100/130 2 5 149-151 


(irade 91/96 J New York Export 
(irade KO l 124-30 white 


Paraffin Wax ; aes | nah 


5W0 05 


Providence, R. |. 
Mineral spirits 


FOB Group 3 
Stoddard solvent 
Cleaners naphtha 
V.M.&P 
naphtha 

Minera! spirits 
tubber solvent 
Lacquer diluent 
Benzol diluent 


Jet Fuel 


Gulf Coast Cargoes 


Grade JI 


Naphthas & 
Solvents 


Baltimore, Md. 
Mineral spirits 
Boston, Mass. 
V.M.&P 
phtha 9.5 Pittsburgh: 
Stoddard solvent 


Western Penna. (t.c. in bulk 
124-6 AMP white 

crude scale 6.25 
Atlantic Seaboard p t | t 

ctiioin malate ene Ait, 3 etroiatums 

EMP. Prices for carload k Western Penna 

prices FOB refiner 16 In tne DDIB., Bbis.; carloads; tank cars, 2.25¢ less. 


refined, slab 


Western Penna. 
Oil City: 
Stoddard solvent 


now white ® O20 na 


ft white 8 25 Mineral spirits 





Tank Wagon Prices 











Dealer T.W. Tank Car 


NPN Gasoline Index 


May 15 16 39 1 
Month ago 16.37 


Year ago 16 89 


58 


an average of dealer tank wagon prices ex tax in 50 citie 
weighted average of following wholesale markets for regu 
FOB refineries or terminals: Oklahoma, Chicago District 
Paul, Western Pennsylvania, California, Philadelphia, Jack- 
and Gulf Coast 


Dealer index 











Socony Mobil 


Mobilgas Gasoline Mobi! 
Reguiar Mobifue Mobilheat Special No. 6 
Cons Gasoline *Mobil Kerosine Diesel *(No. 2 Fuel No. 4 Fuel 
Ww Taxes T.C Yard T.W x 0} .W. C. Yard -W. T.W T.W 
oo 


) 
oo 


Tattsburg 
Kochester 
racuse 

Ibridgeport, Conn 

Danbury 

Hartford 

New Haven 

Bangor, Me 

Portland 

Boston, Mase 

Concord, N. 

Lancaster 

Manchester 

Portsmouth 

Providence, R. I 

Burlington, Vt 

Rutland 
*Com. cons. t.c. price 
Taxes: NYC prices are ex 3°), city ise prices ¢ 
Discounts: Mobil Kerosine & Mobilhes \ Il boroughs Vernor | for ce ries of 300 gal or more. Mobilfuel Diesel—All points, t.w. le 

of 800 gal or more 


Notes: Premium-grade t.w. price 


Paragon 


30 £, 40 St., N.Y.C. EV 8-4100 


s 0.5¢ for deliveries 


HARTOL 


PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 


prices FOB bulk terminals. 





Fluorescent 
solvent extracted and 
additive lube oils. 

. 


, mn 
Petroleum Colors 


PATENT CHEMICALS, 
INCORPORATEO 
Paterson 4, New Jersey 


GASOLINE 

















Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


New York 


Maine to South Carolina 


630 FIFTH AVENUE, 
NEW YORK 20,N.Y. 
Boston 
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Atlantic Refining 


Atlantic Gasoline (Regular) Kerosine & 
i Cons. No. 1 Fuel 
T. Ww. Taxes T.W. 

Philadelphia, Pa 9.4 i 8 00 l 
Reading 00 l 
Allentown 00 l 
Harrisburg 00 1 
Wilkes-Barre 00 1 
Williamsport 00 1 
Pittsburgh 00 I 
Altoona 00 15 
Erie ae 00 15 
Greensburg 00 15 
Wilmington, Del 0 
Hartford, Conn 0 
New Haven 0 
Boston, Mass 5 
Springfield 
Providence, R. I 
Camden, N. J 
Newark 
Albany, N. Y 
Binghamton 
Buffalo 
Elmira 
Rochester 
Syracuse 
Watertown 
Baltimore, Md 
Richmond, Va 
Charlotte, N.C 
Jacksonville, Fla 
Miami 


4 
4 
4 
{ 
' 
' 
) 
) 
) 
) 


SSP OPO rwmnnrnwe 


“ne 


~ 


“Isdsdsas3-9-1- 


Heavy Fuels 
Philadelphia No. 5 No. 6 
9.79 7.88 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Pe 
for t.w. deliveries under 100 gai at one time. Camden—Add I¢ for deliver 
gal, 2¢ for under 100 gal 


Esso Standard 


Esso Gasoline 
Regular Kerosine & 
, Cons. Gasoline No. 1 Fuel No. 2 Fuel 
Taxes T.W T.W 
Atlantic City, N. J 
Newark 
Baltimore, Md 
Cumberland 
Washington, D. ( 
Danville, Va 
Petersburg 
Norfolk 
tichmond 
toanoke 
Charleston, W. Va 
Fairmont 
Parkersburg 


Charleston 
Columbia 
Spartanburg 
New Orleans, La 
Baton Rouge 
lexandria 
Lake Charl 
Shreveport 
New Iberia 
Knoxville, Tenn 
Memphis 
Chattanooga 
Nashville 
Little Rock 


*Prices appl 


No. 4 Fuel No. 6 Fuel 


Newark, N. J 

Baltimore, Md 

Washington, D. C. 1,050 ¢ 
Taxes: Louisiana kerosin 
Note: Kerosine/ No. | 

add le for 100-299 gal, 2 

regular 


. . 
Im erial Oil Prices are per imperial gal; to arrive at pr 
p gal, subtract 1/6t! 
Esso Furnace 
Esso Gasoline Oil 
Regular Gasoline Kerosine No. 2 Fuel 
Dir. T.W T.W T.W 


Indiana Standard | 


Red Crown Gasoline Standard 
Regular Furnace Oil 
Dir Cons Gasoline Kerosine 1-99 100 gal 
Ww T.W. Taxe TW gal & over 


Standard Furnace Oil Stanolex Fuel A Stanolex Fuel C 
100-399 400 gal 1-749 750 gal 1-749 750 gal 
gal & over gal & over gal & over 


t 1 8 0 05 ) 


Standard Furnace Oil 


100-174 100-349 175 gal 350 gal 
gal gal & over & over 


Taxes: St. I 
saat 


Discount 


antity d 


Standard of Cal. 


Chevron Gasoline Diesel Furnace Stove 
Regular Taxes Kerosine Fuel Oil Oil 
17.9 9 0 ) 45 145 i 0 
40 


Standard 


Continued on next page 











PETROLEUM CALCULATOR CARDS 


10c STEPS ONLY 


EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS, in 1000 STEPS. 


[ FREE Description on Request | 


DEGREE DAY SYSTEMS 39-30N 58th st. WOODSIDE 77, N. Y. TWining 8-6666 
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TANK WAGON PRICES 





Ohio Standard 


Sohio X-Tane Gasoline 


Continental Oil 





(Regular Grade No.1 No. 2 (N.B. Prices are Continental’s tank 
Consumer Gasoline Kerosine Sohlo- Sohio- wagon prices. Current selling prices may 
Resellers T.W. S Taxes T.w.* Heat* Heat* vary from those shown because of local 
Akron 161 19 6 20 9 80 15 8 15.8 14.8 conditions). 
Canton 161 19 6 20.9 8.0 15.8 15.8 14.8 Conoco 
Cincinnati 144 17.9 1k 9 8.0 16.3 16.3 15.3 Gasoline Gaso- Kero- 
Cleveland... 16.1 19.6 20.9 8.0 15.8 15.8 14.8 T.W. line sine 
Columbus... 16.1 19 6 20.9 8.0 16.3 16.3 15.3 (Regular) Taxes 1.W 
Dayton 16.1 19.6 20.9 8.0 16.3 16.3 15.3 Denver, Colo. 17.5 9.0 17.7 
Lima 16.1 19.6 20.9 8.0 15 i 15 4 14.4 Grand June- 
ne " -s 4 .s . : + . + 4 tion 20.2 90 204 
arion 6 9.6 20.9 0.3 i) t : ; 4 
otemath, 16.1 19.6 20.9 & 0 16.3 16.3 15.3 Pueblo +» 18.2 9.0 18.4 
Toledo 15.4 In 9 199 8.0 15.4 15.4 14.4 Casper, Wyo.. 18.3 9.0 17.9 
Youngstown 16.1 19.6 209 5.0 = 3.8 +o Cheyenne 185 9.0 18.7 
ane e ) 9 6 20.9 « 3 16.3 5.3 
Zanesville. 16.1 ee , Billings, Mont. 19.4 9.0 21.2 
Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add B 90 & ‘ a 
I¢: 1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & 8.8. 4¢ above regular, re utte 20.5 9.0 23.0 
sellers 3.5¢ above regular. 8.8. prices are at company-operated stations Great Falls 19.4 9.0 23.0 
Po Helena 20.3 9.0 23.0 
Salt Lake City, 
- Utah 19.7 9.0 19.2 
Humble Oil Kentucky Standard =! 
Idaho 21.3 9.0 21.8 


Gasoline Crown Gaso- Kero- Albuquerque 
(Regular) Kerosine Gasoline line sine “Sr 95 17.5 
Texas T.W. Ret. Taxes T.W. Ret. T.W. Taxes T.W. | 1 Rs : ps 
Dallas....15.4 20.9 8.0 14.3 18.5 Atlanta,Ga.. 16.9 9.5 15.7 atte we 3s 
Fort Birmingham, Santa Fe 18.9 10.0 17.7 
Worth..15.4 209 8.0 14.3 18.5 Ala.... 16.8 11.0 15.6 Muskogee, 
Houston..15.4 20.9 8.0 14.3 18.5 Jackson, Miss. 17.0 10.0 15.9 Okla 16.05* 9.5 16.0 
han Jacksonville, Oklahoma 
Antoniol5.4 20.9 8.0 14.3 18.5 ‘la. 166 10.0 15.7 City 16.05 9.5 16.2 
Notes: T.W. prices are to all classes of Louisville, Ky. 16.7 10.0 15.9 Tulsa........ 16.08% 9.5 155 
dealers & consumers. Esso Extra t.w Taxes: Birmingham gasoline taxes in- ; 7 
prices 2.5¢ above regular; Golden Esso clude 1¢ Jefferson County tax. Kerosine Taxes: Gasoline taxes include these 


Extra 2.5¢ above Esso Extra to contract 
dealers only 


taxes not included in prices: Georgia 1¢; 
Mississippi, 0.5¢. 





8; Albuquerque & Roswell, 0.5¢; 
Santa Fe, Cheyenne & Casper, 1¢. 





Gasoline Markets 











Discounts: Salt Lake & Twin Falls 
gasoline prices apply for deliveries of less 
than 200 gal; 200-399 gal, deduct 0.5¢: 
400 gal & over, deduct I¢. 


Notes: Premium-grade t.w. prices 3.5¢ 
above regular, except Utah & Idaho 
premium grade 3.0¢. 

*Prices apply to dealers and consumers 
except Oklahoma points where consumer 
price is 1¢ higher. 


Texas Company 


Fire Chief 
Gasoline 
(Regular) Gaso- Kerosine 
Dealer line Dealer 
T.W. Taxes T.W. 


Dallas, Tex. 15.4 8.0 14.3 


Ft. Worth.... 15.4 8.0 14.3 
Wichita Falls.. 16.5 8.0 14.3 
Amarillo...... 16.5 8.0 14.3 
Tyler..... 16.5 8.0 14.3 
El Paso 18.6 8.0 15.2 
San Angelo 16.4 8.0 14.3 
Waco..... 15.4 8.0 14.3 
Austin....... 16.4 8.0 14.3 
Houston. ... 15.4 8.0 14.3 
San Antonio 16.4 8.0 14.3 
Port Arthur... 16.2 8.0 14.3 


Notes: T.W. prices are for min. 50-gal 
deliveries; they apply to dealers & con- 
sumers. Premium-grade t.w. prices 3.5¢ 
above regular, except El Paso, 2.7¢ 
higher. 


Gasoline Consumption by States, December 1957 


Alabama 
Arizona 
Arkansa 
California 
Colorado 


Connecticut 
Delaware 

District of Columbia 
Morida 

(ieorgia 


Idaho 
Hines 
Indiana 
lowa 
hansa 


hentucky 
Louisiana 
Maine 
Maryland 
Massachusett 


Michigan 
Minnesota 
Mississippi 
Missourt 
Montana 


Nebraska 

\ 

Nevada 

New Hampshire 
New Jersey 


New Mexico 


New York 
North Carolina 
North Dakota 
Olhw 


Oklahoma 


Oregon 
Pennsylvania 
Rhode Island 
outh Carolina 
outh Dakota 


lennessee 
lexa 

U tal 
Vermont 
Virginia 


182 


(American Petroleum Institute Figures) 

















Tax Rate! Month of - 
Dec. 1957 Nov. 1957 Dec. 1957 Dec. 1956 

Cents Gallons Gallons Gallons 
7 71,959, 000 77, 160, 000 75,055,000 
5 56,624, 000 $6,673,000 35, 888, 000 
6 44,144,000 46,045, 000 45, 698, 000 
6 442,311,000 445,793, 000 453,516,000 
6 49,500,000 51,170,000 46,415,000 
6 59,552,000 60, 316, 000 57,413,000 
5 15, 188, 000 14, 440,000 12,694, 000 
6 16,422,000 16,767,000 16,975,000 
7 135, 866, 000 153, 416,000 141, 268,000 
6 94, 983, 000 100, 602, 000 98, 266, 000 
6 18, 962,000 17, 460, 000 16, 448, 000 
5 236, 606, 000 235, 099, 000 221, 409, 000 
6 132, 880,000 136,526,000 , 137,000 
6 93, O89, 000 91, 249, 000 76,062,000 
5 80, O88, OOO 84, 129,000 76,049,000 
7 62,857,000 73,716,000 5, 437,000 
7 74,363,000 77,072,000 , 976, 000 
7 23,923,000 23,210,000 2,442,000 
6 67,512,000 66,761,000 66, 537,000 
5 106, 466, 000 112, 134,000 107 , 693, 000 
6 205, 260, 000 201,702, 000 198, 272,000 
5 03,073,000 90, 335, 000 84,659, 000 
45,152,000 48, 049, 000 46,687,000 
125,330, 000 131,316,000 124,881,000 
7 20,374,000 18,873,000 18,019,000 
7 44,326,000 45, 420,000 410, 228, 000 
6 10,040, 000 9,386,000 9,376, 000 
6 14,866, 000 14,797,000 14,518,000 
\ 149,521,000 148 , 050, 000 152,738, 000 
6 44, 161,000 36, 264, 000 39,005, 000 
i 318, 201,000 316,760, 000 300, 602, 000 
7 110,933, 000 108,735, 000 111, 190, 000 
6 9,935,000 17,894, 000 17,171,000 
i) 254,893,000 251,722,000 248,613,000 
7! 73,484, 000 79,661,000 76,588 , 000 
6 17,780, 000 14,831,000 44,519,000 
5 259,546, 000 260, 473,000 242,825,000 
1 19,917,000 20,714,000 18,964, 000 
r 53,853, 000 55, 689, 000 55,560, 000 
6 27, 247, 000 23,843,000 22,612,000 
7 94,042,000 80,523,000 85,654,000 
5 560, 590, 000 555, 405, 000 390, 308 , 000 
6 22,971,000 23,515,000 22,792,000 
64 19,411,000 29, 188, 000 8,645,000 
6 98,515, 000 100,084,000 98,778, 000 
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——12 Months Ending With———. 


Dec. 1957 Dec. 1956 
Gallons Gallons 
911,043,000 886,817,000 


419,812, 000 390, 382, 000 

322, 552, 456, 000 
; 5,333,638, 000 
663,819,000 638, 147,000 





25,617,000 693,553, 000 
183, 443, 000 
197, 934, 000 
124,000 





= 





1, 188,590, 000 1, 169,369, 000 
260, 062, 000 255, 445, 000 

2,909, 898, 000 2,814, 200, 000 

1,719,957, 000 ¥ 

1,089, 928 , 000 1 : 

1,034,972, 000 1,039, 569, 000 
864, 499, 000 817,727,000 
908 , 024, 000 876,621,000 
313, 468 , 000 299, 605, 000 
838, 664, 000 820,070, 000 


1,323,628, 000 


, 265,924, 000 








964,927, 000 2,485,520, 000 

, 728, 000 1, 202, 253, 000 

, 440, 000 610,052, 000 

’ , 248,000 1,601,864, 000 
290, 053, 000 291,012,000 
580,010,000 569, 003, 000 
135, 283, 000 120, 118,000 
196,978, 000 184,629,000 
1,840, 838, 000 1,846, 099, 000 
23,319, 000 389, 125, 000 
3,923, 969, 000 3,710,039, 000 
1,336, 306, 000 1,311,886, 000 
314, 230, 000 304,501, 000 
3, 128,099, 000 3,070,573, 000 
939, 609, 000 943,706, 000 
633,584, 000 641, 222,000 
3, 113,579,000 2, 211,000 
242,962, 000 234, 835,000 
673,644, 000 664, 152,000 
335, 272, 000 326,654, 000 
1,064,812, 000 1,036,894, 000 
4,413, 299,000 3, 495, 889, 000 
B 312,640,000 302,813,000 
* 123,761,000 121,718,000 
1, 240,026, 000 1, 198,877,009 








American Petroleum Institute Figures 


Tax Ratet ~ Month of 12 Months Ending With 
Dec. 1957 Nov. 1957 Dec. 1957 Dec. 1956 Dec. 1957 Dec. 1956 
Cents Gallons Gallons Gallons Gallons Gallons 
Washington 6 74,938, 000 72,958, 000 69,611,000 153, 992, 000 931. 391.000 
West Virginia 6 36,931, 000 41,528, 000 41,053, 000 400, 829, 000 482,601, 000 
Wisconsin 6 93, 100, 000 93,076, 000 86, 687, 000 1, 243, 382, 000 1,214, 190, 000 
Wyoming 5 10, 676, 000 11, 182, 000 10, 327,000 167, 310, 000 163,797, 000 
lotal 48 States and D. of ¢ 4,592,431, 000 4,631,711, 000 4,520, 260,000 57, 413, 008, 000 56.036. 947.000 
Daily Average 153,081, 000 149, 410, 000 145,815, 000 157, 296, 000 153, 106, 000 
Change from previous year 
lotal change +111,451,000 + 1.376.061, 000 
t2.47 +2.74 


Percentage change in Daily Average 


tThese are State tax rates per gallon. In addition there is tl 


Gasoline Prices for 55 U. S. Cities Cached: Oi “s o8S 38 3s 








Indianapolis, Ind 1-10.70 1-14 00 0 00 j ”) 
Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes Chicago, Il 16 60 23 10 8 00 1 10 
in 55 representative U. 8. cities on May 1, 1958 as compiled by National Petroleum Detroit, Mich i-14. 20 1-20.10 » 00 10 
News are shown below. Figures are in ¢ per gal.; (i) and (d) indicate increase or decrease Milwaukee, Wise 17.00 23 10 > 00 2 10 
as compared with April 1, 1958. Tax col. indicates only motor fuel taxes levied as such Twin Cities, Minn 15 20 d-20. 40 8 OO d-28 40 
Service Tax Service Fargo, N. D 17.10 1-23.40 00 i-b2. 40 
Dir. T.W. Station incl. 3¢ Station Huron, 8. D 17.20 22.00 9.00 190 
ex tax (ex tax federal incl. tax Omaha, Net 16.40 21.90 10.00 1.90 
Average U.S d-16.13 d-21.49 R RR d-30.37 Des Moines, la 1-15.70 20 90 ) 00 0 
Portland, Me 15.90 d-19.90 10.00 d-29.90 St. Louis, M 16.20 21.40 7.50°°* 1-28 0 
Manchester, N. H 16.30 20.90 9 00 29 90 Wichita, Kans 15. 60 1.) 8.00 0 
Burlington, Vt 17 60 24.40 9.50 53.90 Pulsa, Okla 15.30 0 40 9 50 d-29 90 
Boston, Mass 15.40 20.40 & 50 28 90 Little Rock, Ark 15.40 0 40 ) 50 +00 
Providence, R. | 15.40 19.90 7.00 26.90 New Orleans, La 14.40 0 10.00 0 
Hartford, Conn 15 40 19.90 9.00 Dallas, Te 1-15. 40 U.0U 5.00 5. 
Buffalo, N. Y 15.90 21.70 7.00 Houston, ‘Tex 15.40 0.90 & OO 4 40 
New York, N. Y 15.80 24.60 7.00 I Paso, ‘I 18.60 00 8.00 1 00 
Newark, N. J 15.20 19.90 7.00 Albuquerque, N. M 18.90 1-25. 40 1" 1-34.90 
Philadelphia, Pa 15.20 19.90 8.00 Denver, Col 17.50 0 >. 00 0 
Wilmington, Del 15.70 19.90 8.00 ut nne, Wyo 18.50 29. OU ». our* 1.50 
Baltimore Md 15.30 20.90 100 Great Fa Mont 1-19 40 1-26.40 9.00 SO. 40 
Washington, D. ¢ 15.80 20.90 iD Boise, Ida 20.20 >. 90 00 1.90 
Charleston, W. Va. 15.90 21.90 Oo alt Lake City, Uta 18.70 () 1.00 0 
Norfolk, Va 15.40 20.90 00 Re v 0). 30 a 00 1-36.50 
Charlotte, N. C d-8 40 d-12.90 10.00 , Phoenix, Ari 19.10 1.90 8 00 () 
Charleston, 8. C 15.40 21.90 10.00 31.90 Los A Call 17.40 5. 90 9.00 0 
Atlanta, Ga 16.90 22.40 9 50 1.400 a Fran Cal 17 v0) j-22 90 9 00 1 40 
Jacksonville, Fla d-9. 40 d-13.90 10.00 d-23.90 Portland, 18.50 +.90 9.00 a3. 0 
Birmingham, Ala 15 90 20.90 11.00** 1.90 eattle, Was! 18 60 20.40 9 50 29 OO 
Jackson, Miss. 17.00 22 00 10.00 32.00 pokane, Wa 0.80 6.40 0) 5. 90 
Memphis, Tenn 14.20 18.90 10.00 1-28.90 . les 0.5¢ city tax. ** l¢ tax. ***] les 1 ta 
Louisville, Ky d-11.40 1-15.90 10.00 d-25.90 





This Is Your 
Market Place 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., 
New York 36, N. Y. 














@ SOLVENT NEUTRALS 
EVER-TITE COUPLING CO. INC 
AND BRIGHT STOCKS 254 West S4th Street, New York 19, N. Y 
@ MULTI-PURPOSE OILS 
@ CYLINDER STOCKS 






KERR-McGEE OIL INDUSTRIES, INC. 


404 N. Robinson « Phone: RE. 9-0611 + Oklahoma City 
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GASOLINE MARKETS 





















































COVvLMIOVOMGLEINS ™ . ee ae reat tame acomgpemger nore ws 


Get 











OUR liquid handling equipment will STORAGE 
vive you tighter connections... reduce 
wae “oy 7 aeents ai roa cites: TAN K 
EQUIPMEN 
~ rk 


TRUCK 
TANK 
EQUIPMENT 






nance cost . . . longer life—if it is en- 
gineered and manufactured by Wheaton. 
Over 65 years of experience have gone ee 
into the development—and continuing So RK 
improvement—of Wheaton Fittings. This 
‘ is the basis of Wheaton quality—and the 
‘i 5 reason why so many oil and chemical 
FQ ifts— companies standardize on Wheaton. 
Send today for new catalog which de- 
scribes the complete line of Wheaton 
Fittings, many of which have advanced 
features that can save money for you. 


.~ 





















Wheaton 
TRUCK TANK FAUCETS 





TERMINAL 
EQUIPMENT 
Lex es 


Wheaton 
ae VENT 
= VALVES 












Wheaton 
AUTOMATIC 
TANK GAUGES 





Wheaton Wheaton 
HOSE REEL LOADING 
NOZZLES ASSEMBLIES 


Wheaton 
SWING JOINTS 4) 





Wheaton 





GAUGE HATCHES 
































Wheaton , 
Loavine §=—s We?) 
™ VALVES ¥ “Y * 
, Wheaton a c & ae oe Wheaton 
Wheaton TRUCK TANK | ~* seaae =— Yi Wheaton MID-POINT 
eaton 

MANIFOLD VALVES VENT VALVES SLIDING TUBES AND SPOUTS EXTERNAL VALVES THERMOMETERS 
Wheaton products are manufactured in brass, aluminum, steel, stainless steel and malleable iron, for petroleum, chemical and petrochemical specifications. 


WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


Foreign Manufacturers 


Emco Limited, London, Ontario, Canada * Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Worthington Corporation, Rio De Janeiro, Brazil, S.A. 


a equipment » Vheaton 


aia the best by every standard 
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Getty 
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Getty Moves Up to President 


TIDEWATER OIL CO. has a 
youthful new president——George F. 
Getty, II, who at 33 takes over the 
reins of a company with a 1957 net 
income of $35-million. He succeeds 
David T. Staples, president since 
1953. Staples moves up to chairman 
of the board, a_ post previously 
vacant. 

Getty thus becomes the industry’s 
youngest president (other young blood 
in presidential posts: Indiana Stand- 
ard’s John Swearingen, 39; Sohio’s 
Charles Spahr, 42; Socony Mobil’s 
Albert Nickerson, 46). 

Getty is a son of oil emperor J. 
Paul Getty, owner of a 64.5% 
of Tidewater and reputedly — the 
wealthiest American. 

Born in Los Angeles, Getty at- 
tended Princeton University until he 


slice 


News Notes... 


Basil Pruitt Skelly Oil 
Co.’s new Chicago division manager. 
He'll head a drive for more volume 
in Michigan and parts of Illinois and 
Wisconsin. 

Before transferring to Chicago 
April 1, Pruitt was Skelly’s Southwest 





becomes 


division manager, stationed in Dallas. 


Pruitt, while in the Southwest, was 
one of the more familiar supplier 
faces at all jobber conventions and 
meetings. He was one of the first 
promoters of the Texas Oil Jobbers 
Assn., and last year received a plaque 
from TOJA in recognition of his work 
in helping get the group started. 

Succeeding Pruitt as Skelly’s 
Southwest division manager is Frank 
A. Fritts, formerly assistant division 
manager. Kenneth L. Broyles, another 
former assistant of Pruitt’s, becomes 
Southwest division sales manager, a 
new position. 
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enlisted in the Army in 1942. Com- 
missioned a second lieutenant in the 
Infantry in 1944, he served in the 
Philippines, Malaya and Japan. He 
was awarded the Army Commenda- 
tion Ribbon for his service as a war 
crimes investigator in the Far East 
Theatre. 

Getty started in the oil 
in 1947 as an independent producer 
He served as manager of the Saudi 
Arabian division of Pacific Western 
Oil Corp. Getty Oil Co.) in 
1949 and 1950. He became manager 
of its Mid-continent division in 1952 
and executive vice president and 
director in 1955. 

From 1953-55 he served as vice 
president and Spartan 
Aircraft Co., Tulsa, and president of 
its subsidiaries, Minnehoma Financial 


industry 


(now 


director of 


S. G. Tatham, 
formerly district 
manager at Lon- 
don, Ont., for Sun 
Oil Co. Ltd, is 
now retail 
manager. 

At Sun’s U. S. 
headquarters, 
Maximilian 
Dietshe is now 
on special assign- 
ment in Philadel- 
phia until his retirement on July | 
Darwin W. Ferguson, formerly retail 
manager in the Southeastern 
region, takes Dietshe’s place as man- 
ager of the Southeastern sales region, 
headquartered at Jacksonville, Fla 

° 

Robert G. Sims has been promoted 
from resident manager in Olympia 
Wash., to Seattle representative for 
the division of direct sales by Union 
Oil Co. of California. 


sales 


Tatham 


sales 


PETROLEUM NEWS 





About Oil People 








Staples 


of Tidewater 


Co. and 
Getty these 
May, 1956, when he joined Tidewater 
president and general man 
ager of the eastern head- 
quartered in New York 
In taking over the 
Getty gives up 
Getty Oil Co., Mission Development 
Co., Mission Corp., Skelly Oil Co 
and the Admiral State Bank of Tulsa 
Getty married the former 
Alice Denver in 
They have three daughters 
J, G. Jimenez, who has been east 
ern division marketing manager since 
February, 1956, moves up to succeed 
Getty. He was formerly 
division marketing manager in New 
York. He joined 1930 
as a tank truck salesman 


Minnehoma Insurance Co. 


resigned positions in 


as vice 


division, 


presidency, 
his directorships in 


Gloria 


Gordon of 1982 


assistant 


Tidewater in 


Fred J. Beck, packaging coordina 


tor for Cities Service Oil Co. (Pa.) 
was elected chairman of the Petro 
leum Packaging Committee. Robert 


Rutherford, packaging engineer, Sun 
Oil Co., is vice chairman. L. EF. 
Stuart, 


pricing, Continental Oil Co., ts sec 


director, product costs and 
retary-treasurel 
e 

David W. Locklin, active in Oil 
Heat Institute of America’s technical 
division, has joined mechanical et 
gineering division of Battelle Memo 
rial Institute, Ohio. He 
will work on systems and 
applications 
heating and heat 


Timken 


research 


Columbus, 
thermal 
combustion and study 
for solar storage 


Silent 


cente! 


Locklin was. with 
Automatic 
in Columbus 
OHPs 


member of several committees of the 
institute 


Division 
He’s vice chairman of 


technical division and is a 


(Continued on next page) 





185 


About Oil People 





a > 


THIRTY YEARS as a Shell jobber are commemorated by an award from J. G. 
(Doc) Jordan, Shell marketing vice president, to Ted O. Groebl, Big West Oil 
Co., Big Spring, Tex. The award was a surprise feature of a dinner for Shell’s 
seven Texas jobbers, given during the Texas Oil Jobbers Assn. meeting in Dallas. 
Mrs. Groebl shares the merriment. Groebl, located in Big Spring, is Texas’s 
oldest jobber in point of service, Jordan said. 


(Continued from page 185) 

Nathalie Fich Ronis has resigned 
as assistant to L. T. White, manager 
of the business research and educa- 
tion department and vice president 
of Cities Service Petroleum Inc. 
There’s a good reason—she’s Mrs. 
Richard Oddie now, and her new 
title transfers her from New York to 
San Francisco. Nathalie met her hus- 
band, director of the small business 
advisory service for the Bank of 
America, through business (they in- 
jected a new ingredient into a jobber 
management institute romance). 
Mrs. Oddie plans to continue her 
business career on the West Coast, 
probably on a consulting basis. 

+ 

Albert G. Flournoy of Seattle Die- 
sel Oil Co. was elected president of 
the Oil Heat Institute of Washington. 
Other new officers are: C. B. Grenier, 
Grenier Distributing Co., Bellingham, 
vice president; Roy Sievers, H. O. 
Seiffert Co., Everett, secretary, and 
Frederick A. Richards, Northwest 
Burner Oil Co., Seattle, treasurer. 
New trustees are: Stanley A, Sather, 
Stanley A. Sather Co.; Robert Hay- 
ward, Griffin Fuel Co., Tacoma: 
Harvey Allan, Allan Distributing Co., 
Port Angeles; C. B, Faherty, Edge- 
wood Fuel Co., Puyallup, and John 
B. Myers, Bremerton Oil Delivery, 
Bremerton. 
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H. H. Roberts, assistant manager 
and southern California representa- 
tive of the public relations depart- 
ment of Standard Oil Co. of Califor- 
nia, has retired after 42 years. 

+ 

John J. Winter- 
bottom, former 
transportation co- 
ordinator for 
Standard Oil Co. 
(N. J.), is now a 
vice president 
and director of 
Esso Standard Oil 
Co. He will serve 
as contact direc- 
tor of marine, 
supply and re- 
lated activities. Loren F. Kahle, 
Jersey’s deputy coordinator, moves 
up to succeed Winterbottom. J. M. 
B. Howard, assistant transportation 
coordinator, replaces Kahle. 

Esso also announces that Forrest 
H. Blanding has been named assist- 
ant manager of the economic and 
marketing research division. 

e 

M. S. Beringer has retired as presi- 
dent of British American Oil Co., 
Toronto, but will continue as chair- 
man of the board. E. D. Brockett, 
formerly production vice president of 
Gulf Oil Corp., is the new president 
and chief executive officer. 


Winterbottom 


Texas Talk... 


HOTEL LOBBY conversation from 
Texas Oil Jobbers Assn.’s annual 
meeting: 





e Magnolia Agent Rigdon (Rig) 
Edwards of Sweetwater, telling how 
to solve the telephone problem three 
teenage daughters can create. Edwards 
has given his three their own line, for- 
bids their using his. And he has an ex- 
tension on their line to check up, 
when such seems necessary. 


e Arch Ault, Premier’s sales man- 
ager, had a ready answer for the 
question “How’s business?” Printed 
in red on a handerchief in his coat 
pocket, where all could see, was the 
unqualified statement “Business is 
darn good.” 


e Many jobbers and agents at the 
TOJA convention cited high real- 
estate prices, caused partly by com- 
petitive bidding, as one of their big 
problems. Tom  Brangan, Phillips 
jobber in San Antonio, told how he 
had a site sewed up for $20,000, only 
to lose it on the last day to a major- 
company bid of $30,000. 


e Charlie Knox, a member of the 
Knox family of Oklahoma and now 
a private brander in Dallas, has 
formed a separate company to mar- 
ket station promotion kits to jobbers. 


e Marshall Traylor, TOJA’s new 
president, has had bugs in his equip- 
ment before. But he thinks he’s seen 
it all, now. At one of his stations, a 
snake crawled in a pump, wrapped 
himself around the computer. He 
doesn’t say what happened when his 
equipment man went into the pump 
and found the trouble. 


e Mrs. Marshall Traylor says she 
reads NPN thoroughly, believes she 
may scan it more diligently than any 
other jobber’s wife. Her husband, how- 
ever, maintains she does so only to 
check up on future conventions and 
meetings, to make sure she doesn’t 
miss out on any. 


e J. W. Newell, Gulf’s jobber 
“West of the Pecos,” has probably a 
bigger territory to cover than any 
other jobber in the Southwest. One 
of Newell’s delivery routes covers a 
distance of 250 miles—from Alpine, 
Pex., to old Mexico. His trucks have 
to ford the Rio Grande to deliver 
products to a Mexican village that 
Mexico’s nationalized oil industry 
can’t supply. 


(More about Oil People on page 188) 
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New WHITE 9000 Tractor 
Has Special Advantages 
For Petroleum Industry 


The new WHITE 9000—like this tractor now in service on the eastern 
seaboard for The National Oil Company, Inc., Richmond, Va., is 
engineered to the exact needs of the petroleum industry. 

Here’s maximum payload — 6100 gallons — because of its weight 
distribution and 90-inch dimension (front of bumper to back of cab). 
Here is efficient power— The White Mustang —able to handle schedules 
better with top payloads. And drivers like the safety, maneuverability 
and riding comfort of this truly modern truck. 

Best of all—the White 9000 keeps transportation costs down — 
delivers more at lower cost. 

Find out how you can modernize with the White 9000 — extra 


profitably. 
THE WHITE MOTOR COMPANY « Cleveland 1, Ohio 


NATIONAL OIL CO., INC. operates a fleet of more than 100 
trucks delivering petroleum products from 28 bulk plants in 
Virginia, Georgia, Florida and the Carolinas. It is one of the largest 
independent jobbers in the east . . . was founded in 1896 with a 
300-gallon tank wagon and team of horses 


“ 
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STEWART LINES 
new president of Florida Petroleum 
Marketers Assn., masters his desk 
and domain with the same authority 
he once mastered the boxing ring, 
wrestling mat and football field. 


POMEROY, 


As a civil engineering student at 
at the University of Florida in the 


early 20s, Pomeroy was a boxing and 
wrestling champion, captain of both 
teams, and a varsity halfback. Today, 
at 56, he’s a prominent figure in the 
oil industry and a leader in Tampa 
and the state of Florida. 

Pomeroy’s desk is that of the pres- 
ident of Lee and Pomeroy Oil Co., 
Tampa distributor for Phillips Petro- 
leum Co. (see page 122). 

Pomeroy’s wife is the former 
OJelle Sirmans of Fargo, Ga. They 
have two children, Stewart Lines, 
Jr., 13, and Bonnie Marie, I1. 

* 

FPMA officers are Harlan Snod- 
grass, Belcher Oil Co., Miami, vice 
president; John Torode, Torode Oil 
Co., Starke, — secretary - treasurer. 
Eugene Maples is executive secretary. 
New directors are: E. F. Brantley, 
National Petroleum Corp., St. Peters- 
burg; Jerome Johns, Jerome Johns 
Oil Co., Starke; Cecil Thebaut, Liv- 
ingston & Thebaut Oil Co., Jackson- 
ville; Joe Hutchison, Mo-Jo Oil Co., 
Panama City; W. E. Chumbley, Dixie 
lire Co., Miami; Reid Hughes, 
Hughes Oil Co., Daytona Beach, 
and William B. Young, Lion Oil Co., 
Ft. Lauderdale. 


OPW ’s NO. 1811 - H 

FULLY AUTOMATIC 

lee ele) am. ley 448 5 
i 


ime, 


That’s right! You don’t have to 
stand by idly holding this Nozzle. 
Just stick it in the fill pipe, 
squeeze the valve lever open and 
engage the hold-open latch. While 
it fills the tank you service the car, 
sell extras. When the tank is filled 
the Fil-O-Matic shuts off auto- 
matically. Saves time, labor, 


opw CORPORATION © 2735 Colerain Ave., Cincinnati 25, Ohio, U.S.A. + Kirby 1-5400 | 
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money. No overflows, no gas 
stains on car body to clean off, no 
angry customers. 


Stop working for your pump nozzle. Get 
the Nozzle that works for you—OPW’S 
No. 1811-H Fil-O-Matic, the Fully Auto- 
matic Shut-Off Nozzle. Write on your 
letterhead for more information. 


permits you to give 
» two-man service 
with one man 


now \ UL)y 

LISTED WITH 

HOLD-OPEN 
LATCH 








MARSHALL E. TAYLOR, 55-year- 
old Phillips jobber who is the Texas 
Oil Jobbers Assn.’s new president, 
believes in doing things in a big way. 
At times he has found himself in 
trouble because of this. 

The most recent example was al- 
most fatal. 

Traylor now has what he refers to 
as an “Eisenhower Heart.” Until last 
year, he thought one of the finer 
things in life was eating, and he’s 
always been a man who believes in 
enjoying the best of life. But corona- 
ry thrombosis hit him, and he had to 
trim down from 220 to 185 pounds. 
Now he complains about his “cab- 
bage and lettuce” diet, but follows 
doctor’s orders after being laid up 
for three months. 

Traylor dresses the part of a 
Texan. He’s addicted to Stetson hats 
and black string tries. He stands out 
in a crowd, not only because of his 
height (around 63”) and dress, but 
because he laughs easily and loud. 

Today, Traylor and his wife have 
what they consider their “dream 
home” on the outskirts of Lufkin. 
It’s located on a 60-acre tract of land, 
has a four-acre lake in the “front 
yard.” There are three Traylor chil- 
dren—two boys and a girl. 

Other officers elected are Cosden 
jobber Gene Mitchell, Plainview, 
first vice president; American Petro- 
fina jobber and private-brander L. K. 
Long, Irving, second vice president; 
and Cosden jobber J. E. O'Neal, 
secretary-treasurer, Sinton. 

New regional chairmen, who make 
up part of TOJA’s board of directors, 
include: Melford Walker, Baird; Tom 
Brangan, Jr., San Antonio; Richard 
Hinkle, San Antonio; Glen R. Mabry, 
Amarillo; Harry Porter, Jr., Lubbock; 
G.T. Trusler, San Angelo; R. E, 
Moore, Tyler; Frank Hathcock, Na- 
cogdoches; George Francklow, Hou- 
ston; and Earl Harrison, Hurst. Lu- 
cien Dean is new director-at-large. 
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Park, Inc., of Katonah, and Ken J. W. Countryman, Jr., Tulsa, has 
Campbell of Campbell Oil Co., Olean, been re-elected president of the 
vice presidents; E. C, Drake of Oklahoma Oil Jobbers Assn. Also 
Ducky Drake, Inc., Syracuse, treas- renamed were Bill Schulte, El Reno, 
urer; and Bruce Wemett, Wemett vice-president, and Jack Newman, 
Corp., Hemlock, sergeant-at-arms 
New members on the board in- 
clude Lloyd Newcombe of Amos 
Post, Inc., Catskill; Mort Dimet of 
Simon Oil Co., Niagara Falls; and 
Floyd Schneider of Carpenter & 
Smith, Monroe. (Continued on next page) 


Ponca City, treasurer. 

Directors are Jim D. Montgomery; 
Roy Mann; Marion Jet; Bob Chas- 
tain; Wesley Carrington; Jay Basolo; 
Charles True, and Kenneth Parker. 


BLACKMER PUMPS used at NEW YORK HELIPORT 


FERRIS J. (PETE) RENNIE is 
Michigan Petroleum Assn.’s new pres- 
ident—and a man whose point of 
view has developed through long as- 
sociation with jobbing. When he was 
a boy his father was running a station- 
bulk plant in Traverse City, where 
Rennie Oil is still going strong. 

Pete singles out two jobber head- 
aches that need curing, One is the loss 
of commercial accounts to suppliers, 
and the other is “the practice of 
dumping surplus product on the 
market and then expecting jobbers 
to share some of the loss from de- 
pressed prices.” 

Fun And The Family—lIn leisure 
hours, the Rennie  family—wife 
Marilynn and children Charles E., 
15, Lynn Ann, 11, and James N., 
9—can sometimes be seen riding along 
the beaches of Beaver Island in a 
swamp buggy Pete made out of an 
oid car. Fixing up wrecks is a hobby, 


along with boating and fishing. Blackmer GX3 pump units are the heart of the system that fuels helicopters at 


° the Port of New York Authority's first commercial heliport. This close-coupled, 
Other new Michigan Petroleum helical gear driven pump will handle 250 GPM of aviation gasoline when 
Assn. officers are: George A, Begick, operating at 640 rpm. 
Lansing Oil Co., Lansing, vice presi- This Blackmer unit was chosen because of its high safety factor, favorable 
dent; R. J. Schafer, Schafer Oil Co., positive displacement and easy maintenance. 
Pinconning, secretary, and Robert 
E. Rengo, Rengo Bros., Kaleva, 
treasurer. New directors are: J. A. THE GX3 UNIT FEATURES: 
Citrin, Citrin Oil Co., Detroit; Loy . 
Sutherland, Sutherland Oil Co. Blackmer sliding vane design which 
Oxford; F. C. Goodar, Goodar Oil Se ue ace 
Co., Mt. Clemens, and C. E, Dahlke, 
Dahlke Oil Co., Marquette. Joseph D. ® Heavy-duty sealed type anti 
Hadley was re-elected execulive Sine Recaings. 
secretary. ® Cartridge type mechanical shaft seals 
With Sinitemeed — ® Unusually high mechanical efficiency 
elected president, all officers of Em- 
pire State Petroleum Assn. were Vaz “lesid moterials hendling’® equipment 
renamed to second terms at the 


— a 
} 


" ‘az r r 7 P . — f " = ¢ P ~ 
annual meeting in Syracuse. Meyer ( | 
ee | | 
heads Mid-Hudson Oil Co., Pough- L_| — 
7 \ _/\__/@_}_W_})_/\_ ih, = = 





keepsie. =m 
Officers include George L. Savory, INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
Savory Oil Co., Binghamton; Harry BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


‘ ; ‘ ‘ar > DIVISION SALES OFFICES 
J. Cool, Geo. F. Hall Corp., Ogdens- NEW YORK « ATLANTA « CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON « SAN FRANCISCO 


burg; H. Halsted Park, Jr., H. H See Yellow pages for your local sales representative 


June, 1958 * NATIONAL PETROLEUM NEWS 





About Oil People 





(Continued from page 189) 
Robert M. Gray, manager of Esso 


Dennis Vale has been appointed to 
the new post of executive vice presi- 


Standard Oil Co.’s advertising-sales dent of Shell Oil Co. of Canada. He 
promotion division, is the volunteer will coordinate the activities of the 
coordinator of the Advertising Coun- marketing, manufacturing, transpor- 
cil’s national campaign for restoring tation and supplies, chemicals and 
faith in the economy. Between $10- purchasing-stores organizations. He 
15-million in time and space is ex- was formerly assistant to the execu- 
pected to be contributed by media tive vice president of Shell Oil Co. 
and advertisers. in New York. 


Trade Mark Registered 
and Patent Pending 


"a slo, STEEL GASOLINE 
PUMP ISLAND FORMS 


For that new service station or remodeling job. 
. » « Reduce gasoline pump installation costs . . 

Saves concrete . . . Plenty of room to make 
suction pipe, electrical, water or air connections. 


No Chipping or Cracking 
Stays Neat and Attractive for Years... 


WRITE FOR INFORMATION OR PRICES 


W. B. GOODE COMPANY 


2915 W. LEIGH ST. * RICHMOND 21, VA. 





The Best | 
only EWER-TITE Quick falnlings 
can make all these claims 


i 


Superior quality 
—precision machined 


Uniform wall thickness 


—no weak spots hl 


Extra heavy reinforcing rim 


Larger diameter cam ears 
for longer service life 


Extra 





Stainless 
Steel pins 


—greater 
safety and 
longer 
service 


Hi-Strength 
forged 
handles 
— greater 
economy 


Uniform heavy wall thickness 
—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


Superior quality 
—precision machined 
—accurate tolerances 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 
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White Walker 


R. D. White holds the new post 
of assistant general manager of mar- 
keting of Arkansas Fuel Oil Corp., 
Shreveport, La. He will also be in 
direct charge of these general office 
departments: service station — sales; 
consumer and industrial sales; adver- 
tising and sales promotion; lubrica- 
tion; TBA; credits, and marketing 
training. White has been AFO mar- 
keting assistant since August 1956, 
when he transferred from the sub- 
sidiary Orange State Oil Co. where 
he was vice president and sales man- 
ager. 

Brett W. Walker, formerly head of 
AFO’s marketing training department, 
is now director of operations for the 
marketing division. It is a new posi- 
tion. 

e 


De Friest Desmond 

James E, DeFriest, formerly super- 
visor, development stations, leaves 
General Petroleum Corp. to join 
Standard Vacuum Oil Co. for two 
years’ duty in Australia to assist in 
developing retail merchandising. 
Glenn M. Desmond, sales training 
representative, succeeds DeFriest at 
GP; 

e 

A. C, Cater, Socony Mobil Oil Co.., 
Buffalo, N. Y., was elected president 
of the Assn. of Eastern Petroleum 
Credit Managers at the group’s 21st 
annual meeting. Vice presidents are: 
R. B. Maloney, American Oil Co., 
Boston, Mass.; J. W. Obenhoff, Shell 
On ‘Co:, Flushing, N. Y., and J. 
Thurston, American Oil Co., Pitts- 
burgh, Pa. 
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Robert W. May has retired from Myron Partington, of Miami Pe- 
Standard Oil Co. (Indiana) after 37 troleum Products Co., Troy, Ohio, 
years. For more than 20 years he announces that his son, Alfred M. 
was manager of the St. Louis sales Partington, was appointed vice presi- 
division and since last October has dent at a recent stockholders meet- 
been manager-at-large of the south- ing. 
ern sales region. . 

Indiana Standard also announces Myron Guren, president of Union 
that Harry H. Hardy is the new Oil Co. of Ohio and Parker Refining 
director of field services in the public Co., both of Cleveland, is the 1958 
relations department. He succeeds chairman of the Cleveland Commit- 
' J. M. Patterson, who recently moved tee for State of Israel Bonds. 
Durham Shea ; : 

to the subsidiary American Oil Co. (Continued on page 192) 

Richard I. Gal- 
land has been 
named president 
of American Pet- 
rofina Co. of 
Pexas, the operat- D E L j Vv € R Ss FAST E kK 
ing company for 
American Petro- 
fina, Inc. He will OPERATES QUIETER 
also serve as vice 
president and gen- 
eralcounselof the 
parent company 
trom his office in Dallas. 

Galland has been vice president 
and general counsel of Colorado Oil 
& Gas Corp., Denver, since 1955 
and before that was chief counsel for 
Mathieson Chemical Corp. 

The company also has two new 
vice presidents: J. M. Shea, Jr. and 
Frank Durham. Shea has been gen- 
eral marketing manager of American 
Petrofina, Inc. since joining the com- 
pany in January 1957. Durham, con- 
troller and treasurer of the parent com- 
pany held a similar post at Panhandle 
Oil Corp. before its merger into 
American Fina. 











Galland 





ROTARY 


p U a » Greater capacity ... higher speeds ... smaller size... 


quieter operation . . . rugged construction for longer life... these 

are the money saving features you get in Wayne Rotary Pumps. 

Wayne's exclusive rolling gear tooth design with higher volumetric efficiency allows 
you to speed up the delivery rate with a smaller size pump . . . requires 

less maintenance. Only two moving parts .. . radial thrust bearings 

and rigid base prevent distortion . . . special bearing seals keep out dirt. 

For rugged duty pumping on trucks, transports or bulk plant specify 

Wayne Rotary Pumps available with capacities from 35 to 


300 GPM. Write for application handbook, 
Green Kibbe 


John W. Green has been named 
regional sales manager of The Texas 
Co.'s 14-state northern sales region. 
He is succeeded as regional sales 
manager of the 11-state southern re- 
gion by Russell R. Kibbe, who was 
northern regional sales manager. THE WAYNE PUMP COMPANY 


Green will be headquartered in New 


ag . , Salisbury, Maryland 
York, Kibbe in Houston, Tex. | Division of Symington Wayne Corporation 
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(Continued from page 191) 

Three marketing executives of 
Cities Service Oil Co. (Del.) have 
retired. C. A. Willis, director of sales, 
retires after 35 years and is  suc- 
ceeded by J. L. Zust, former regional 
manager at St. Paul, Minn. B. J. Far- 
wig, wholesale sales manager, also 
retires after 35 years. He has already 
joined Wisconsin Independent Oil 
Co., Milwaukee. R. L.  Isselhardt, 
Chicago assistant regional manager, 
succeeds Farwig. Charles Self, Cleve 
land regional leaves after 
30 years and by H. I 
Goold. 


manager, 


is succeeded 


e 
Darwin A. Larson was clected vice 
president of United Petroleum 
Co., Minneapolis. He is vice president 
and general manager of Consumers 
Gas Co., a United which 
operates retail LP-Gas plants. 
° 
John B. Turner, vice president and 
manager of Orange State Oil Co., 
Miami, Fla., was selected as one of 
two outstanding citizens of Dade 
County, Fla. 


Gras 


division 


e Fits 1/2, 3/4, and 1 Ton Trucks 
e Electric or Hand Operated 

e One Man Operation 

e Easily Lifts Up to 600 Lbs. 


Makes loadin 
Fast, Easy, Sate 


Saves labor on every load- 
Touching a switch 
raises 600 lbs. Rugged, all- 
steel construction. Hand- | 
operated model weighs 175 
lbs.—Electric, 225 lbs. Re- 
versible motor has brake | 
to prevent coasting. Switch 
has built-in lock. No bat- 
tery drag. 
lines, pumps, or cylinders | 
to cause trouble. 33 Ibs. 
pressure lifts 600 lbs. on 
manual models. All safety | 
devices incorporated. 


ORDER TODAY! 


ORDER DIRECT "AND 
SAVE $150 to $170 


Jiffy-Lift Is Delivered 
Completely Assembled. 
Installs With 6 Bolts. 


et 


Includes Federal Excise Tax Slightly Higher 
FULL DELIVERED PRICE 


*Eost of Rockies. Locol ond 
stote taxes, if any, extra 


MID WEST BODY & MANUFACTURING - 
| Please ship us “Jiffy-Lifts” 
| 0 Electrical () Mechanical 

| Check enclosed () Ship C.0.0. 0 
| © Send itlustroted Folder 

L No. 107 


ing job. 


Paris, Illinois 


Gene Raymond has been elected 
mayor of Pennsauken Township, N. J. 
He is with Atlantic Refining Co.’s 


sales promotion department. 


Adams Ferguson 


John J. Adams, manager of whole- 
sale and subsidiary sales for Standard 
Oil Co. (Ohio) and president of the 
subsidiary Canfield Oil Co., has re- 
tired after 37 with the com- 
pany. Howard P. Ferguson takes over 
the post of manager of wholesale and 
subsidiary and also keeps his 
present manager of lub- 
general office 


years 


sales 
position as 
ricating oil sales in the 
sales section. 





No hydraulic 


Registrations. 


Atlanta, Ga. 


Vern Smith has sold his Cam- 
bridge, Iowa, jobbership to Wayne 
Heintz. 

« 

John F, Trevenen is manager of 
the wholesale lubricating o.ls depart- 
ment at Penola Oil Co., succeeding 
John J. Walsh, recently elected vice 
president. Trevenen was _ general 
sales manager at United Refining 
Co., Warren, Pa. 


Deaths . 


Reginald F. Hunter, veteran oil 
distributor, died April 12 in his home 
in New Hartford, N. Y. He was a 
distributor for the Quaker State Oil 
Co., operating in central and north- 
ern New York. He was previously with 
Colonial Beacon Oil Co. 

e 

Herman B. Marks, 76, president 
of the old Union Oil & Supply Co., 
Milwaukee, Wis., for 25 years, died 
April 8. He also headed the former 
Petroleum Products Corp. in Mil- 
waukee. 


» 


Batteries worth 
of Experience 


/ 


For more 
than 40 Years... 


PRIVATE BRAND BATTERIES 


For Many of the World’s 
leading Marketers 


5 Modern Plants, Strategi- 
cally Located To Serve 70% 
of the Country’s Automotive 


DUSTRY 


FIRST IN OU a eeu 
Lees 
WITH acot of meeaily 


ic 
-— Gitorm “assures | Ma 


Nite. 
Ne ma 
Avroma t . Perfor 
m Powel 


PRICE BATTERY CORPORATION 


HAMBURG, 


PENNSYLVANIA 


Wapakoneta, Ohio Waltham, Mass. 


One of the Pioneers of DRY-CHARGED Batteries : : 
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Coming Meetings 


JUNE 


Arkansas LP-Gas Assn., annual meeting, LaFayette Hotel, 


Little Rock, June 8-9. 


Society of Automotive Engineers, summer meeting, Chalfonte- 
Haddon Hall, Atlantic City, June 8-13. 


Oil Heat Institute of America, annual meeting (trade show at 
Coliseum), Park Sheraton & Barbizon Plaza Hotels, New York 
City, June 9-13. 


Maine Oil & Heating Equipment Dealers Assn., annual meet 
ing and trade show, Sebasco Lodge, Bath, June 12-13. 


Georgia Oil Jobbers Assn., 6th management institute, University 
of Georgia, Athens, June 16-19. 


Oil Trades Assn. of New York, Siwanoy Golf Club, Bronx 
ville, June 17. 


Pennsylvania Grade Crude Oil Assn., annual meeting, Penhills 
Club, Bradford, June 19. 


Northwest Petroleum Assn., summer meeting, Breezy Point 
Lodge, Pequot Lakes, Minn., June 21-23. 


American Society for Testing Materials, annual meeting and 
exhibit, Hotel Statler, Boston, June 22-28. 


Interstate Oil Compact Commission, mid-year meeting, Hotel 
Utah, Salt Lake City, June 23-25. 


JULY 


»>Empire State Petroleum Assn., jobber management institute, 
Cornell University, Ithaca, July 21-24 


AUGUST 


> National Congress of Petroleum Retailers, |2th annual meet 
ing, McAllister Hotel, Miami, Aug. 10-15. 


Society of Automotive Engineers, national West Coast meeting 
Ambassador Hotel, Los Angeles, Aug. 11-14. 


South Carolina Oil Jobbers Assn., 15th annual summer meet 
ing, The Clemson House, Clemson, Aug. 24-26 


SEPTEMBER 


Intermountain Oil Jobbers Assn., annual meeting, Challenger 
Inn, Sun Valley, Idaho, Sept. 1-2 


Oil Trades Assn. of New York, Westchester Country Club 
Rye, Sept. 4. 


Empire State Petroleum Assn., Saranac Inn, Saranac Lake 
Sept. 7-9. 


> Colorado Petroleum Marketers Assn., annual fall convention 
Broadmoor Hotel, Colorado Springs, Sept. 7-9 


National Petroleum Assn., 56th annual convention, Traymore 
Hotel, Atlantic City, Sept. 10-12 


Illinois Petroleum Marketers Assn., management institute, 
Robert Allerton Park, Monticello, Sept. 14-17 


Pennsylvania Petroleum Assn., fall meeting, Pocono Manor 
Inn, Pocono Manor, Sept. 21-23 


© First listing. 
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Ohio Petroleum Marketers Assn., fall conference, Dayton 
Biltmore, Dayton, Sept. 24-25 


Independent Oil Compounders Assn., annual meeting, Palme: 
House, Chicago, Sept. 28-30 


OCTOBER 


> Packaging Institute, Petroleum Packaging Committee, Omaha 
Oct. 6-7 (place not available at publication). 

California Natural Gasoline Assn., annual meeting, Huntington 
Sheraton Hotel, Pasadena, Oct. 9-10. 

American Petroleum Credit Assn., annual meeting, Dinkler 
Plaza Hotel, Atlanta, Oct. 12-15 

Kansas Oil Men’s Assn., annual meeting, Lassen Hotel, Wichita 
Oct. 12-14 

Packaging Institute, annual meeting, Edgewater Beach Hotel 
Chicago, Oct. 13-15 

American Society of Lubrication Engineers and American 
Society of Mechanical Engineers, |ubrication conference, Hotel 
Statler, Los Angeles, Oct. 13-15 


Indiana Independent Petroleum Assn., annual meeting, Hotel 
Severin, Indianapolis, Oct. 15-16. 


National Assn. of Oil Equipment Jobbers, annual meeting 
and trade show, Adolphus Hotel, Dallas, Oct. 15-17 


West Virginia Petroleum Assn., annual meeting, Daniel Boone 
Hotel, Charleston, Oct. 16 


Pennsylvania Petroleum Assn., management institute, Penn 
sylvania State University, State College, Pa., Oct. 19-21 


Fennessee Oil Men’s Assn., annual meeting, Andrew Jackson 
Hotel, Nashville, Oct. 19-21 


North Carolina Oil Jobbers Assn., Grove Park Inn, Ashville 
Oct. 19-22. 

Society of Automotive Engineers, national transportation meet 
ing, Lord Baltimore Hotel, Baltimore, Oct. 20-22 


> Nebraska Petroleum Marketers Assn., 38th annual conven 
tion and trade show, Paxton Hotel, Omaha, Oct. 21-22 


> Arkansas Independent Oil Marketers Assn., annual meeting 
Hotel LaFayette, Litthe Rock, Oct. 22-23 


& Society of Automotive Engineers, national diese! engine meet 
ing, Lord Baltimore Hotel, Baltimore, Oct. 22-24 


Independent Petroleum Assn. of America, annual meeting 
Statler Hilton Hotel, Dallas, Oct. 26-28 


> National Lubricating Grease Institute, annual meeting, Ede 
water Beach Hotel, Chicago, Oct. 27-29 


& Oil Trades Assn. of New York, Waldorf-Astoria Hotel, New 
York City, Oct. 28 


> Tennessee Oil Men’s Assn., annual meeting. Andrew Jackson 
Hotel, Nashville, (date not available at publication) 


Assn. of American Battery Manufacturers, Palmer Hous: 
Chicago, Oct. 30-Nov. | 
NOVEMBER 


Society of Automotive Engineers, national fuels and lubri 
cants meeting, The Mayo Hotel, Tulsa, Nov. 5-6 


> National Oil Jobbers Council, Conrad Hilton Hotel, Chi 
Nov 6-8 


> American Petroleum Institute, Conrad Hilton Hotel, Chi 
Nov. 10-12 

> Assn. of American Battery Manufacturers, b}dgewater Bea 
Hotel, Chicago, Nov. 18-19 


American Society of Mechanical Engineers, annual meeting 
Statler and Sheraton-McAlpin Hotel New York Cit No 
30-Dec. 5 








ADDRESS BOX NO. REPLIES TO: Box No 
Classified Adv. v. of this publication. 
Send to offi est u 
NEW ; P, O. BOX 12 


CHICAGO: 520 N. Michigan Ave. (11) 
SAN FRAN 68 Post St. (4) 


POSITION VACANT 





Qualified pump mechanic familiar with Tok- 
heim Wayne, Bowser, hydraulic lifts and air 
compressors to work in Miami, Florida. Write 


letter giving references, experience, age. P-7547, 
National Petroleum News ; Ui i Oll 


SELLING OPPORTUNITY OFFERED 


Wanted Manufacturer's representative for new, 
modern, increased production grease mill. Ex- 
cellent commission Valuable territories open 


RW-s803k, National Petroleum News, 





POSITION WANTED The Puerto Rico Water Resources Au- 
Marketin Executive with twenty years pe- thority will receive up to July 15, 1958, 


troleum background seeks new challenge. Six- 


teen years with Eastern major “(six as. Stat sealed proposals for the furnishing of fuel 


yeur 
Manager), four with jobber in city of 3°0,000 as 


eneral manayer Thoroughly experienced in oil for the first two units of its Palo Seco 


all poases-sales personnel direction, retail and = - 
nancial, real state, training. Willing to. invest Steam Plant in San Juan, Puerto Rico, ex- 
Excellent references. Age 41. PW-8061, National 


Petroleum News pected to start operation in the second quar- 
BUSINESS OPPORTUNITIES ter of 1960 with an estimated annual con- 

Bulk Oil Plants Propane Gas Plants—Selected sumption of two million barrels of Bunker 

edie caiene ananassae bee “C” Fuel Oil. Specifications and other infor- 

leum Marketers, 605 Produce Bank Bldg., Minne- ° ° . M M 

apole & Heanionn. mation concerning this bid may be obtained 

Opportunity to acquire old established gasoli from the Purchasing Officer, Puerto Rico 


g 
and oil distributorship, located at Dodge City, 


six cotall onticts, ‘Reni’ Metts cat’ Rerons Water Resources Authority, P.O. Box 4267, 


Real Estate and Equipment 





5,000.00, plus Inventory at cost. Contact owner i 
Homer Smith Oil “omen lng ond ut Trail, Dodge San Juan, Puerto Rico. 


City, Kansa Phone Hunter 3-527¢ 





Cash!! Independent Oil Company will pay cash 

for going Service Stations or good locations in 

Mid-Western Towns of 5,000 population or more 
| end 1 


wn tow" TPIS TRIBUTORS WANTED 


for revolutionary new car wash system that sells itself to service stations, garages, 
WANTED: car dealers, and fleet owners. 

Capital, or Credit $30, $40,000 for 15 Over 18,000 Sprayaway wash units have been sold within the past few weeks. This 
station independent operation. Must have new method is economical to use, makes customers happy, reduces manhours and 
top management or accounting experience. operating cost. It works so quickly and easily as to be almost unbelievable. 
Excellent opportunity. : . . ‘eat . 

Equipment is leased by you to operator. You also receive continuing income from 
BO-7932 National Petroleum News sale of chemical used in the unit. 

520 N. Michigan Ave., Chicago 11, III. Protected territories are available — but going fast — in almost every state in 
the Union. If you have proven business experience and at least $25,000 in capital, 
we can show you how to make money. Call or write Century Enterprises, 705 South 
Boulder, Phone LUther 7-2491, CHerry 2-6151 or Gibson 7-1108, Tulsa, Oklahoma. 




















PROFESSIONAL | 


; BULK PLANT 
Services |} | Sm stamae twas ] [PPG ai 


Wie te hee Se Se. LOCATION—Olean N. Y. 70 Miles South 
Gennnd — Painted — Tested of Buffalo, New York. 60 
Heavier — Safer — Cheaper Miles East of Jamestown, 


Other Tanks Too New York on New York 


PROPANE GAS PLANTS Also — Compete Tank Cars Route #17, the prime East- 


8,000 and 10,000 Gal. Cap. cae aihaen an ine Gade 
ANHYDROUS AMMONIA PLANTS Your inquiries Solicited gals tea 


IDEALLY SUITED—F *trole lis- 
Designed and Installed MARSHALL RAILWAY tributors, pt cing 


PEACOCK CORPORATION EQUIPMENT CORPORATION gp ean Apesor ee eg 
Box 268, Westfield, N. J. 328-332 Connell Building cilities. 


Tolaphatce biomond S1ti7 PHYSICAL ADVANTAGES—Steel con- 


structed building 2500 sq. 
feet, land area—42,000 sq. 


INTEGRATED DATA FUEL OIL JOBBERS-DISTRIBUTORS Bulk Storage—$0,000 gals. 
PROCESSING SYSTEMS A complete budget payment plan now available pone age gas—heat 


Concrete 
engineered for control, economy, speed, for your customers, including budget payment —500,000 B.T.U. Capacity 
accuracy and cost reduction. coupon books. For free samples write: loading rack 


EDWARD FLAMM, MGR. CALCULATORS Information—Write P. O. Box 567, Erie, 
347 MADISON AVENUE, N. Y. 17, N. Y., ORegon 9-2191 P. O. Box 1054, Mansfield, Ohio Pennsylvania, 
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BEGoodrich| 


New hose smothers the pulsation 
that causes leaks in other hose 


ESTRUCTIVE pulsations, shock and 
D surge loads that cause most hose 
to weaken and finally leak are easily 
absorbed by this B.F.Goodrich dock 
loading hose. Here's why : 

In ordinary hose, stiff fabric plies are 
used as reinforcement. The cross cords 
of these square woven fabrics tend to 
“saw” each other apart as the hose pul- 
sates. But in B.F.Goodrich 975 dock 
loading hose, the fabric plies are re- 
placed by nylon cords which make it 
20% more flexible. 


These nylon cords run parallel with 
no cross threads to tie them together, 
are completely surrounded by rubber. 
They are free to ‘give’ and absorb the 
pulsation set up by the pumps. 

This B. F.Goodrich hose is also easier 
to handle because it’s much lighter 
than ordinary hose—almost 22% light- 
erin some sizes. Yet it has the strength 
to handle working pressures of 200 
pounds, 

For protection against the rough 
dock service, the cover of this hose is 


made of a tough rubber compound 
that resists abrasion, weathering, sun- 
checking and aging. It is built to take 
full vacuum. A spiral heavy spring wire 
is imbedded in the rubber, prevents 
collapse, increases crush resistance. 

Ask your B.F.Goodrich distributor 
to tell you more about Type 975 dock 
loading hose—an improved hose that’s 
easier to handle, faster to connect and 
reduces operating costs. B.F.Goodrich 
Industrial Products Co., Dept. M-368, 
Akron 18, Ohio. 


B.EGoodrich dock loading hose 
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for every HAND PUMP need! 


tor tari... factory... construction 








Get more consumer business with a modest investment! 


It costs so very little to capture—and hold mum maintenance. Equally adaptable to 
—consumer customers with Hand Pumps skid-tank or drum—most any work situation. 
designed to ease their work, eliminate both Many models meet varying requirements 

hazards and waste. And, ove source—adepend- —_ capacities from 12 to 30 g.p.m.—diaphragm 
able name during 57 years of petroleum and piston types. See your Tokheim repre- 
progress—simplifies your buying prob- sentative soon about these consumer 
lems with a complete line. Tokheim Hand business-builders! You'll find them the finest 
Pumps, both hose and spout models, are pumps of their type in the market. Mean- 
low-cost, ruggedly built, and require mini- time, write direct for illustrated literature. 


General Products Divisio 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
1650 WABASH AVENUE, FORT WAYNE, INDIANA 
___ Factory Branch: 475 Ninth Street, San Francisco 3, California 


Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (International) A.G 
Lucerne, Switzerland; GenPro Inc., Shelbyville, Indiana 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Canada 
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